Featuring Electrical Goods 
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The Sandpaper that Satisfies 


OUR JOBBER now has—or can quickly get-—“Ruff Stuff” 
Flint Paper, in Unit boxes. 

This sensible method of packaging sandpaper was 
originated by us 3 years ago. It has rescued sandpaper from 
the oblivion of dusty under-counter hiding places of many 
thousand retail stores and put it on the shelves in neatly- 
labeled boxes where the customer can see it. 

Each grit has its own substantial covered box containing 
25 to 100 sheets, according to the bulkiness of the sheets. 
(See table above) 

Handy Bench Reel with “Wausite” 
Waterproof Strip. 

With each 50 yard Roll of ‘“‘Wausite Waste- 
proof Strip” we pack a Handy Steel Bench 
Reel, in an individual carton. This gives the 
user a new Reel with each roll he buys, ready 
to secure to his work bench. 

The Reel prevents waste of strip, as the 
weight of the roll, resting on an idler at the 
bottom, prevents strip from unwinding too 
fast. 

Garages and Metal Workers 
are large users of ‘“‘Wausite Metalworking Abras- 
ive Strip.’ They appreciate the money-saving 
convenience of the Wausite Bench Reel, and 
buy on sight; always coming back for more. 

Order a dozen assorted Rolls—Fine, Medium 
Hand Coarse, and specify that a Wausite Bench 
Reel come with each. 
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ATTRACTS QUANTITY BUYERS 
With a good stock of Boxed “Ruff Stuff” on your shelves, 
you will sell by the box, to carpenter and painter contractors, 
and woodworking shops—a box (or several) of each grit they 
use. The boxes enable them to keep’ their 
and clean. 


sandpaper flat 


DISPLAY CASE REFILLS 


You will also find it convenient to 
refill your “Ruff Stuff” Counter Dis- 
play case from your stock of boxed 
“Ruff Stuff.” 

Ruff Stuff Counter Display 


which others 
8 pockets—one 






"Ras lFS 


A Quality Product-lzytt! 
Sonnet goed 





invention 


Has 


Another Wausau 
have tried to copy. 
for each grit. 

Over 22,000 now in use! To get 
write on your order to your jobbers: 


“One RUFF STUFF Counter Display Case, 
together with their Counter Display Assort- 
ment of 480 sheets—in 8 grits.” 


one, 


Rutf-Stuti 
The Santpeper teat Sot shen 
The sheets lie flat 
The grits are sharp 
The surface $ uniform 
es he paper is tough 
Keeps sheets clean and flat. Ws enees Tee" 4 ews. vers 


Case will greatly increase your sandpaper 


sales. 
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THESE DISPLAYS HELP YOU 
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\ handsome, lithographed metal 
display stand for Greenfield Tap 
Wrenches. Puts them out on the 
counter where customers see them. 
Stand free with each assortment 
of Greenfield Wrenches. 


[ opay eo 


knows that good merchandis- 
ing demands especially good 
display of items. 


every dealer 


That's why we emphasize our 
displays for dealers . . . and 
our practical merchandising 
program. And it has proved 
resultful all along the line— 
helping dealers to convert in- 
to cash the world-wide and 
growing demand for Green- 
field Small Tools. 


Thousands of merchants are 
lining up 100% with Green- 


GT D 
HANDY REAMERS 


oa 
PIPE, SHEET METAL AND 
GENERAL TEPAJR WORK 
| | | | 





This new metal stand holds eight 
fast selling reamers. Display is 


colorful makes additional 


sales . . . saves yours and cus- 
tomers’ time. Stand free with 
each assortment of reamers or- 
dered. 


field's comprehensive and very 
practical dealer-help pro- 
gram. And more and more 
they are adopting the policy 
of concentrating on the broad 
Greenfield line of small tools. 


We can give you convincing 
facts that it pays these fore- 
sighted dealers. Perhaps it 
would pay you! 





GREENFIELD, 


MASS..U.S.A. 














New York: 15 Warren St. Chicago: 611 W. Washington Blvd. Detroit: 228 Congress St., W. 
Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 
H. A. Aug. 15, 1929 
HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York. N. Y., U. S$. A. Entered as second 
class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. S. A.) $3.00 per year. Single copies 





25c. each. Vol. 124, No, 7. 
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The Difference Between a Satisfied 
and a Dissatisfied Customer 


The tendency of the average buyer is to pick out tools in a certain 
price class, instead of looking for the tool that will give the greatest 
amount of satisfaction. Many customers do not realize that a cheap tool 
gives cheap, unsatisfactory service. 


As a hardware man it is your duty to explain to them the difference 
between the various types of chisels, bits and bit extensions—what each 
is intended for and why one costs more than another. 


It may take more time to do this than to let the customer pick out 
his own tools, but it’s worth the effort in the long run—because it means 
the difference between a satisfied and a dissatisfied customer. 


When displaying quality chisels, bits and bit extensions play safe 
and show only the Greenlee Brand. These tools are easy to talk about 
because they have that inherent quality of workmanship that gives long, 
uninterrupted service. In addition they mean the difference between 
just one sale and continued repeat sales. 


GREENLEE TOOL CoO., Rockford, Ill. 


District Sales Offices: 


New York: 15 Warren St. Boston: 34-38 Binford St. Philadelphia: 2401 Chestnut St. 
San Francisco: Sheldon Bldg. Los Angeles: 1302 Washington Bldg. Seattle: L. C. Smith Bldg. 
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INGERSOLL ANNOUNCES 


A Plain Dial Model 
of the Mite at *5” 


MITE at $5. A small wrist watch with Ingersoll depend- 
ability and sturdiness. 

It means a greater market than ever before for Ingersoll 
watches. For the Mite appeals strongly to girls and women 
as well as to men and boys. And the $5 price puts it within 
their reach. 

At the same time we are reducing the price of the 
MITE with a Radiolite dial from $6.50 to $5.50. 

A plain dial MITE at $5 and the reduction in price of the 
Radiolite model to $5.50 have been made possible by economies 
and savings resulting from steady increase in production to the 
point where the MITE is a quantity production item in the 
Ingersoll line. 

The MITE at these prices is big news! 


Prices slightly higher in Canada 





The Mite 
will be backed by the 
most dramatic adver- 
tising that Ingersoll 


has ever produced. 


Double page spreads, full 
pages in color—dominating 
advertisements in boys’, farm 
and general publications, 
and important newspapers 
throughout the country — 
will feature this stylishly 
small, sturdy and dependable 
wrist watch. Every adver- 
tisement will be forcefully 
directed to millions of men 
and women, boys and girls. 

This great campaign is the 
most effective advertising 
that Ingersoll has ever placed 
behind a single product. 

Watch for further an- 
nouncements—particularly 
the details on the free Mite 
gold frame fixture. 


INGERSOLL 


IncersoLL Watcu Co., Inc. 
NEW YORK. . CHICAGO. . 


SAN FRANCISCO . . MONTREAL . . SERVICE DEPARTMENT— WATERBURY, CONN. 
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The Hon. Herbert Hoover’s Committee throws 


light on how to increase hardware sales! 


m re HE Hon. Herbert Hoover was a busy 
Bed tee) Secretary of Commerce. But not 

SEL too busy to devote considerable time 
to astudy of recent economic changes, 
as Chairman of the Committee composed of 
leaders of American Industry. 





On page 237 of their two volume report 
“Recent Economic Changes” 


tee also found that there is an increasing 
evidence of the demand for good taste in 
houses and materials. Good taste in hard- 
ware means style—authentic style. When 
your customer asks for hardware in a certain 
period he wants an authentic reproduction 
and nothing else will completely satisfy him. 

And he gets authentic 





appears the following— 


“And reveals a tendency 
to use materials which 
leave the factory in such 
shape as to require little 
labor on the building 
site.” 


Now that’s a report of 
what buyers of Builders’ 
Hardware are doing. It’s 
not a theory or a: recom- 
mendation. It’s just a plain 
statement that proves more 
and more users of hardware 


Corbin requires the mini- 
mum of labor to install. 


We hear a lot about cut- 
ting down labor costs.What’s 
more, this is a very vital 
subject to your customers. Will they be inter- 


ested in knowing that Good Hardware—Corbin 


is easy to install? That it saves time on the job 
because it leaves the factory ready to be put 
in place quickly? Just ask them and see! You'll 
find their interest will result in increased sales. 


The Hon. Herbert Hoover’s Commit- 





Good Buildings Deserve Good Hardware ‘°‘Y le when you give 


him Good Hardware- 
Corbin. What does he want? 
Colonial? There are many 
authentic colonial designs, 
complete down to the small- 
estitem, all Good Hardware- 
Corbin. Does he want 
Spanish? or Georgian? It 
doesn’t matter, for with 
Good Hardware-Corbin you 
can give him what he asks 
for. And know that its easier 
installation, beautiful ap- 
pearance and longer life will 
create valuable good-will for 


you and your store. 


Yes, the Hoover Com- 
mittee shows a way to in- 
crease hardware sales. Be sure your stock of 
Good Hardware—Corbin is complete, then tell 
your customers about Good Hardware- 
Corbin’s two great features—ease of installa- 
tion and authenticity of style. And you'll say 
as your sales increase— ‘‘Yes, Hoover’s Com- 
mittee was right!” 


P. & F. CORBIN % Ssh 
« ° 4 1849 CONNECTICUT 


The American Hardware Corporation, Successor 


New York Chiczgo 





Philadelphia 








nr 
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Even though the new PRIMOS Mowers 
were built to sell on “price,” they are all 


PENNSYLVANIA-built—which means that 


VALUE, as well as PRICE, will be a factor » 


in their sale. 


PENNSYLVANIA dealers who realize 
the advantages of having the PENNSYL- 
VANIA reputation behind their “price” 
business as well as their quality business 
can get full details from their jobbers now 
on this complete new, low-priced line of 


PRIMOS Mowers. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street Philadelphia, Pa. 





Style Y—Ball Bearing 
8-inch wheels 
4 crucible steel blades 








Ry 







Style W—Ball Bearing 
10-inch wheels 
4 crucible steel blades 


Style X—same as Style 
W, but with 9-in. wheels 





Style Z—Bronze 
Bearings, Adjustable. 
8-inch wheels 
3 crucible steel blades 
(Also furnished with 
4 blades) 
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Ameriean Nails 


With a stock of American Nails you all nail users are well pleased with 
are sure to give your customers qual- nails they can depend upon. 

ity. The common nail—like common 
sense—is not so common. A nail is a 
nail—they all look alike until put to 
actual use. You can be sure of cus- gives the customer this assurance. 
tomer satisfaction when you sell Write for particulars—also for the 
American Nails. They do the work ‘Manual of Carpentry.” It is handy 
right—do not bend. Carpenters and to have in the store. 


IN Cement Coated Wire Nails 7 


Pearson Cement Coated Nails have been the 
standard of quality ever since Cement Ceated 
_ Nails came into use. All users of Coated Nails 
who have regard for quality will specify Pearson. 


American Nails are loyal servants 
and you want to sell a product that 


RR IBS 


Ta leant 


Ea ee See 









American Wire Tacks and Peerless 
Tacks combine all the essential 
features of good tacks and are 
sold under our guaran- 
tee of full weight 
and full count. 
























American Steel & Wire Company 


Subsidiary of United States Steel Corporation 


208 S. La Salle Street, Chicago 30 Church Street, New York 
Other Sales Offices Boston Cleveland Worcester Philadelphia Pittsburgh Buffalo Detroit Cincinnati Baltimore 
Wilkes-Barre St.Louis Kansas City Minneapolis-St. Paul Oklahoma City Birmingham Atlanta Memphis Dallas Denver Salt Lake City 


U. S. Steel Products Company: San Francisco, Los Angeles, Portland, Seattle Export Distributors: United States Steel Products Co., 30 Church St., New Y ork 








| 
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Our Quality is Superior 
to Our Competition 


E feel that we render the best 

W service to our trade and the 
ultimate user by producing the 

best Tubular and Clinch rivets that 
can be made. We have never attempted 
to meet competition by manufacturing 
our rivets to sell at a price. We invite 
a comparative test of the driving and 
setting qualities of our rivets with 
those of other makes. 





















Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 













fpproved / 


————by the keenest 
buying brains in the country 













TUBULAR RIVET & STUD 
COMPANY | 


BOSTON 















The largest 

factory in the 
world devoted 
to the manu~ 
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The Stanley “Kee Bolt”- - - - 


One piece of hardware to latch, 
bolt and lock both garage doors 






































A WO SIMPLE MOTIONS unlock, unlatch 

and open both garage doors equipped with 
the new Stanley “Kee Bolt”—(1) a slight turn of 
the key in the cylinder unlocks the mechanism, 
(2) the bolt is then operated like a thumb latch 
a and the doors swung open. 





Recent improvements in the “Kee Bolt” make 
it possible to use any rim cylinder with this 
indie thereby facilitating master-keying the garage 
and house doors so that one key opens both. 





The construction of the “Kee Bolt” is particularly 
sturdy. Bolt ends are %” square. Guides and 
strikes are made of extra heavy steel. All working 
parts are cadmium plated to prevent rusting. The 
socket into which the cylinder spindle fits is case 
hardened. It is a bolt which operates easily, fastens 
the doors securely and will last the life of the garage. 
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When supplying hardware for garage 
doors, point out to your customers 
the simplicity, convenience and 
security of the Stanley “Kee Bolt.” 
Its superiority will be readily recog- 
nized. Full description upon request. 





THE STANLEY WORKS 


New Britain, Conn. 





MADE OF STANLEY STEEL 





[STANLEY J] 


(sw) 








| 
STANLEY HARDWARE 
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THE SYMBOL 
OF QUALITY 
IN CHAIN 
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A 
CHAIN 
fy) THE STRONG |Is) 
\ LINK of INDUSTRY 
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Other ACCO Fall plowing time 


“ren tie | Brings Trace Chain Profits 


Hammock Chains 
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Sash Chai P : : 
Dog Leads Get a bigger share of profitable trace chain business. Sell 
Rigg ane amet Chsins El-Wel-Tra Trace Chains. 


Wagon Chains 
Coil Chains, Welded and Weldless 


Phusberaed Safety Chain Links are smooth, electrically welded, uniform in size and 
Log or Binding Chains shape. Each chain is thoroughly tested and regularly furnished 
Well Chain ° ‘ ° cca . wo ote 
ini Paine in bright polished finish—packed six pairs in a canvas bag. 
Heel Chains £ 
Butt Chains Check and fill in your stock today. 


Breast Chains 
Halter Chains, etc. 


Repair and Lap Links AMERICAN CHAIN COMPANY, Inc. 
Hooks and Cold Shuts BRIDGEPORT, CONNECTICUT 
World’s Largest Manufacturer of Welded and Weldless Chains for all purposes 


L-WEL-TRA 

















TRACE CHAINS 
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To the man 
hasnt thought 


about it 


ERE’S an idea! 

An idea that is worth money to you! 
It’s a proven fact of modern merchandising that if 
you concentrate your buying you automatically increase 
your profits! 
Pick out one good line in each department, buy that 
line and push it! 
It takes idle money out of stocks, it increases turn-over, 
it makes possible other economies that are almost self 
evident. 
And the wise dealer concentrates on PEXTO—hbecause 
he knows that he’s selling a line that is complete. He 
knows, too, that he has the tools and the price range 











to please the skilled mechanic as well as the handy 
man at home. 

He knows that the PEXTO line is advertised to his 
best prospects for tools, and that this advertising is 
backed by an attractive array of attention-compelling 
displays and printed matter. 


Your jobber carries PEXTO: 


Hammers Screw Drivers Wrenches 
Chisels Pruning Shears Snips 
Pliers Braces Squares 


THE PECK, STOW & WILCOX CO. 
Southington, Conn., U. S. A. 





‘‘IT PAYS TO CONCENTRATE—ON PEXTO’’ 
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COLD 


Coldwell Dependable 
Lawn Mowers 


Right: Imperial Roller Bearing. The same 
dependable mower that we have built for over 
60 years with the latest Coldwell better- 
ments of design and construction. Recog- 
nized as the undisputed value of all hand 
mowers. Timken Tapered Roller Bearings. 
Cutter blades tempered in oil. Dependable. 
Trouble-free. Built to last. 


One of our salesmen will soon be in 
your town. He'll call at your store. 





If you do not carry 
the Coldwell Line 
write now for our 
dealer proposition 
for 1930. It’s a winner! 


Make Spring 1930 


a banner selling season 


IVE merchants everywhere are 100% sold on Coldwell Lawn Mowers. 
Why? Because they lead in sales—lead in dependability—and lead 
in customer satisfaction. 
Now’s the time to insure your lawn mower profits for 1930. Stock 
the Complete Line of Coldwell Lawn Mowers—a soundly dependable 
mower for every purpose and purse. Nationally advertised. 


“ COLDWELL == 


DEPENDABLE LAWN MOWERS 








COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
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Over I thought a bolt was just a bolt ...I didn’t imagine a trade name made 
any difference . . . But one day I was shown the difference between the regular bolt 
thread and an Empire bolt thread... and I learned what 80,000 lbs. tensile strength 
meant on a testing machine ...I don’t need to be shown twice... My jobber 
gets an order for EMPIRE bolts and nuts ... remember that word “EMPIRE”. 


RUSSELL, BURDSALL & WARD BOLT & NUT COMPANY 


Factories at PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, - Seattle, Portland 







Comparator photograph, 
hardened and ground 
gauge thread 


Comparator photograph, 
New Process bolt 
thread 
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Wren your Customer says: 
“That’s exactly what I wanted!” 


everybody is happy. He has found the 
thing he was looking for, and he will know 
where to come next time. He’s going to 
be a regular and profitable customer— 
and will send his friends. 

Your customers can advantageously 
use solid braided cotton cord for any 
purpose requiring a smooth, round, 
durable cord, especially if it is to run over 
pulleys. 


As MINUTES 


with the 
SAMSON 
CORDAGE 
WORKS 












On August 15th 


we shall mail this broadside to the hard- 
ware trade. It contains information to 
help you sell more solid braided cord. 
We want you to have a copy .. . if it 
doesn’t arrive in a day or so please let 
us know and we will send another 


promptly. 


SAMSON 


CORDAGE WORKS 
BOSTON, MASS. 





For more than thirty-five years our 
Samson Spot Sash Cord has been recog- 
nized as the most durable material for 
hanging windows. This is because it is 
made with that end in view. In the 
same way we have developed other sash 
cords and cords for other uses, each bear- 
ing a well known brand name and 
each giving the greatest value for the 
money. 


‘Small Lines" 
Braided Cord 
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NEW Sargent design to enable 
A you to give your customers a 
comprehensive choice of hardware 
for any building of the cottage style of 
architecture, Spanish, Mediterranean, 
English, American. Like the Sargent 
“Catalonia,” or CK, which was imme- 
diately popular, this new BK hard- 
ware combines the rugged appearance 


2 ——— A 





BARCELONA, OR BK, ANOTHER NEW DESIGN OF 


RUGGED CHARM IS ADDED TO THE SARGENT LINE 


of hand-wrought hardware with the 
permanence of solid bronze. The forge 
finish is rustless. Each piece will give 
smooth and certain operation. Pres- 
ent trends in architecture foretell the 
popularity of this new design. Sargent 
& Co., New Haven, Conn.; 94 Centre 
St., New York City; 150 N. Wacker 
Drive (at Randolph), Chicago, IIl. 
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SARGENT 


LOCKS AND HARDWARE 
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Merging Two National 
For Greater Service 
HARDWARE DEALERS’ MAG 


Oldest Hardware Monthly 


HARDWARE AGE announces the acquisition of Hardware 
Dealers’ Magazine which will be consolidated with Hardware 
Age. 


The combined publications will be issued as 


HARDWARE AGE 
with which is combined 


HARDWARE DEALERS’ MAGAZINE 


In one greater publication will be blended the circulation, editorial 
features and services of both magazines. This move is in keeping 
with the modern practice of retaining and strengthening the indi- 
vidual values of existing organizations and eliminating costly dupli- 
cation of effort and service. 


The gain to readers and advertisers is patent. —The augmented value 
per dollar of their subscription and advertising investments is obvi- 
ously substantial. 


As members of the Hardware Age Family, the subscribers and ad- 
vertisers of the Hardware Dealers’ Magazine will now participate 
in the broad service, and complete equipment of the United Business 
Publishers, Inc.; publishers of Hardware Age, Iron Age, Dry Goods 
Economist, Boot and Shoe Recorder, the Chilton Class Journal Pub- 
lications and numerous other leading business papers. 
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Hardware Publications 


and Efficiency 
AZINE wirn HARDWARE AGE 


Oldest Hardware Paper 


OR almost three-quarters of a century Hardware Age has en- 
joyed an unimpeachable place as the leading organ of the hard- 
ware industry. 


The range and completeness of its editorial service; its numerous 
staff of editors, both resident and at focal trading centers; its intimacy 
with leaders of thought and progress in the trade equip it to serve 
hardware merchants, jobbers and manufacturers in keeping with the 
demands of profitable, intelligent merchandising. 


This dominant position will be further strengthened and entrenched 
by the addition of the enduring features of the Hardware Dealers’ 
Magazine. 


For the advertiser this merger assures augmented reader interest as 
a background for his sales message, the elimination of costly dupli- 
cation in circulation, the benefit of the combined trade prestige and 
traditions of the two oldest hardware papers—all welded into one 
modern vital advertising medium. 


For the busy hardware merchant this amalgamation means greater 
economy in time and profit from his reading, greater facility in refer- 
ence, and larger value for his subscription investment. ; 


The amalgamation signifies greater service to the industry, amplified 
resources and a renewed impetus to greater achievement. 


HARDWARE AGE 


With which is combined 
HARDWARE DEALERS’ MAGAZINE 
239 West 39th St., New York City 
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MODERN MERCHANDISING— 
AND THE JOBBER 


AN OPEN LETTER FROM ONE JOBBER TO HIS FRIEND— 
THE INDEPENDENT RETAIL HARDWARE DEALER 





In 1904 the Hicksville Emporium at Hicksville Center carried a decidedly 
different line of “ready to wear” from the big clothing stores of New York or 


Chicago. 


If you lived in Hicksville 
you didn’t get to the “Big 
City” more than once in a 
lifetime—nor did the habits 
and customs of the metrop- 
olis mean much to you and 
your fellow citizens — so 
the Emporium continued 
every year to feature a line 
of “Ladies and Gents 
Wear” that would have 
gotten a big laugh on 
Broadway. But along came 
the Movies, the Auto, the 
Radio, modern advertising, 
showing the good folk of 
Hicksville what the rest of 
the world was like—what 
was “the very latest thing” 
in New York, Palm Beach, 
Hollywood. Needless to 
say it was not what they 
were displaying in the win- 
dows of the Emporium. 
But that was yesterday. 
Walk into the Emporium 
today, and we'll bet a cookie 
you'll find “big town,” up 
to the minute lines—if you 
don’t they’re “in the red” 
and the “Closing Out Sale” 
isn’t far off. 





“But what is this all 
about,” you ask, “and what 
does it mean to me, a hard- 
ware man?” Only this— 
that the Hardware Dealer 
who succeeds today must 
be out in front too, with 

















modern merchandise, mod- 
ern equipment, and modern 
ideas. 

This is where we step in 
—hbecause we are in busi- 
ness to provide you with 
each one of these three 
things. 

We believe you will 
agree, Mr. Hardware Deal- 
er, that you secure your 
merchandise more economi- 
cally, quickly and satisfac- 
torily from your jobber 
than you would by buying 
direct from the manufac- 
turers. But your tendency 
is to buy from too many 
Jobbers, thereby losing the 
very advantage which the 
Jobber gives—A Central 
Source of Supply which 
can furnish practically all 
of your Many Needs at the 
Best Possible Prices and in 
Shipments of Most Prac- 
tical Size. 

For More Efficiency, 
then, we suggest a con- 
centration in buying. Let 
there be fewer sources but 
let them be adequate. To 
you Dealers located in the 
territories covered by our 
sales representatives we 
say that the House of 
Worthington stands ready 
to give you that brand of 
service which is given only 
by the best. 


We are an old house—old in years, in experience, in a splendid tradition of service. 


We bring you all the benefits of those years plus the most diversified line of Merchan- 
dise carried by any Jobber in this country to choose from, and last but not least our 


100TH ANNIVERSARY SPECIALS 


That unique line of Quality Merchandise which is making New Profits for our 


dealers and New Worries for their competitors. 


1829 THE GEO. WORTHINGTON COMPANY 1929 


CLEVELAND 
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Week of ~ 
August I 1th to 17th 


beGvery member 
of the family’? 


Yes — every member of the 
family is now a logical pur- 
chaser of some one or more 
of the Winchester lines—Guns 
and Ammunition, Cleaning 
and Lubricating Preparations, 
(ce and Roller Skates, Fishing 
Tackle, Flashlights and Bat- 
teries, Cutlery and Tools. 


Father and son may still be 
chiefly interested but daughter 
likes Winchester Flashlights. 
Ice and Roller Skat es and 
mother is a constant buyer of 
Winchester Cutlery — particu- 
larly our sewing scissors, Carv- 
ing sets and kitchen knives. 


There are few lines which you 
can sell to so many different 
customers and which meet so 
many different needs. 











Winchester Products Are as 
Popular at Home as 


in the Field 


VERYBODY knows how well and wisely 
Winchester has served the sportsman 
and everyone today is learning how 

wide a use for Winchester Products they find 
in their own homes. 


Take flat cutlery, for instance. Winchester 
Flat Cutlery includes a wide and choice selec- 
tion of household knives—some with blades 
of high carbon steel and others with Stain- 
less Steel blades which have grown into such 
wide demand. 


These knives—butcher knives, slicers, kitchen 
knives, paring knives, grape fruit knives 
and carvers are made with a special telescope 
rivet which assures the tightness of the handle 
while their keen and durable blades, hand- 
some finish and ease in handling will appeal 
to every housewife who comes into your store. 
Ask your jobber about Winchester Flat 
Cutlery and ask, at the same time, about 
Winchester Pocket Knives, Scissors and 
Shears. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 


A Winchester Stainless Steel 
Butcher Knife 
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For the Fall Market 


So many new houses were begun this Spring, and so 
many lived-in homes now carry For Sale signs, it is 
certain that Fall competition for purchasers of property 
will be very keen. 


Builders need all the selling features they can afford on 
a soundly erected house. In your contacts with them, we 
suggest the valueof calling particular 
attention to hardware. Remember 
there is a universal love for forged 
iron hardware. Women adore it and 
men like its honest expression of 
fine craftsmanship. 


The builder and contractor who 
spends a few dollars for McKinney 
Forged Iron Hardware—the front 
door, perhaps; cabinet hardware, lanterns, lever handles or shutter 
dogs, buys interesting and charming pieces to focus the attention 
of his prospective buyer. These sales are more profitable to you, 
more helpful of results to him. 


Often the less expensive the house the more it cries out for just 
such finishing touches as forged iron hardware provides. 


Your regular source of supply carries McKinney Forged Iron Hard- 
ware in stock in many different master designs and suited to 
practically every type of house. There’s a selling punch in every 
graceful line and every glint of light from its rugged surface. 
McKINNEY MFG. CO., Pittsburgh, Pa. 


maar HARDWARE 
pitcher grip. One of the many 
different designs. 
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TRADE ! 


WINDS 


By LiEw S. SOULE 


ABPBPEARANCES AND SALES 


OES your store present a good appearance? 
D Is it well arranged? Are your show windows 

of proper size and space, clean, well lighted 
and neatly trimmed? In other words does your 
place of business, as a whole, create a favorable im- 
pression from the standpoint of appearance, arrange- 
ment and display? If so, your chances for increas- 
ing your sales are considerably greater than they 
would otherwise be. 

This is not a theory or opinion. It is fact, borne 
out by careful, personal investigation in the form of 
a survey covering over 2000 retail hardware stores 
in the United States, The survey was conducted by 
the General Research Corporation, New York, and 
included stores in 387 different places, located in 43 
of the 48 States. It covered small towns, large towns 
and cities in all kinds of communities. 

The evidence in favor of “Good Appearance” may, 
therefore, be reasonably termed conclusive. The in- 
vestigators visited the stores, interviewed the mer- 
chants and collected facts concerning conditions 
which exist in the hardware business, paying particu- 
lar attention to increases or decreases in sales. At 
the same time these investigators made individual 
reports covering their personal impressions of the 
stores visited, with regard to appearance, arrange- 
ment and display. 

Out of 2050 hardware stores visited, the investi- 
gators reported 926 as “Good” in appearance and 
arrangement. 836 were rated as ‘Fair’ and 258 
were marked “Poor.” In the matter of window dis- 
plays 953 were reported as “Good” ; 824 “Fair,” and 
258 “Poor.” In other words, less than half of the 
hardware stores visited impressed the unbiased in- 
vestigators favorably in matters of appearance, 
arrangement and window display. It is reasonable 
to presume that the public generally received similar 
impressions of those stores. 

But—you may ask—what has the matter of im- 


pression to do with sales? We have studied the 
investigation and find that it has a lot to do with 
sales. The survey referred to discloses a slight gen- 
eral decrease in the sales of retail hardware stores 
in 1927, as compared with 1928. Despite that fact, 
however, the investigators learned that 59 per cent 
of the merchants whose stores created favorable im- 
pressions along the lines mentioned experienced no 
sales decrease, while 44 per cent of them actually 
recorded increases. Meanwhile only 25 per cent of 
the stores with poor appearance reported increased 
sales. Therefore, aside from all other considera- 
tions, it is clearly imperative that hardware mer- 
chants give increased attention to the appearance 
of their stores and to their window displays, if they 
expect to increase their sales volume. 

Your store may or may not be one of those in- 
cluded in the survey. That in itself is of little im- 
portance. It is, however, a matter of genuine impor- 
tance to you, from the sales angle, whether or not 
the appearance of your store is such as to create a 
favorable impression. In fact, sales experts rank 
the creating of a favorable impression as the first 
important step in making a sale. 

How are you to know? That’s easy. Forget 
for a time that it is your store: Look it over, out- 
side and inside, as you would if it were some other 
dealer's store offered to you for sale. Study it as 
you would an investment. Secrete yourself near 
your store windows and listen to the comments of 
those who pass. Ask your wife. She knows and 
will not hesitate to tell you. 

If the verdict is “Fair” or “Poor,” get busy. Re- 
paint the front, clean and retrim the windows, re- 
arrange or remodel the interior. Make your store 
at least as attractive as the merchandise you have 
for sale. 

The day of the unattractive store has passed. 
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Nicholas Company Has 


Editor's Note:—This story was written 
prior to the sale of the Nicholas Hard- 
ware Co. to The Fair Department Store 
of Chicago, which is now operating the 
Nicholas store as a branch. Regardless 
of this change in ownership, which was 
mentioned in our news pages in the April 
25 issue, we are publishing this story for 
the educational value of the experiences 
of the former owners, who supervised the 
remodeling of the store 


ANY of our readers, 
are, no doubt, some- 
what familiar with 

the history and character 
of the Nicholas Hardware 
Company, Oak Park, IIL, as it 
has been our pleasure to pub- 
lish in these columns numerous 
photographs of their attractive 
window displays, and narra- 
tives regarding many of their 
successful merchandising 
ideas. 

Just twenty-two years ago, Robert E. Nicholas, who 
had for some time been in charge of the builders’ hard- 
ware department for one of Chicago’s leading loop hard- 
ware stores, decided to open his own establishment in 
Oak Park, a western suburb of Chicago. The business 
policies adopted by Mr. Nicholas, and the progressive 
and enterprising methods he employed, attracted a stead- 
ily increasing patronage, which, as the years went by, 
necessitated expansion, and the business out-grew its 
quarters. 



















N the foreground of the above 
reproduction can be seen the 
company’s builders’ hardware de- 
partment. The paint stock is at the 
left rear of this photo 


At the right is one of the company’s 
Spring window displays featuring 
clean-up materials such as soaps, 
mops, pails, and galvanized ware. 


Last year’s business ran in 
excess of one million dollars, 
and as the building occupied 
until November of last year 
did not provide adequate faci- 
lities for handling this volume 
of business, to say nothing of 
providing additional space 
needed for new lines, which 
were being rapidly added, 
plans were accordingly made 
for a new store. 

A choice lot, located at the 
intersection of Lake and Marion Streets was secured, 
where their new home, a model of efficiency, constructed 
in accordance with their own specifications, was erected. 
The new building is of the latest fireproof type and 
modern design, being constructed of stone, steel and 
concrete materials. It provides 64,000 square feet of 
floor space; 250 lineal feet of display windows; has 
three floors and downstairs store; forced ventilation; 
underground garage for the firm’s cars, and is equipped 
with automatic passenger and package elevators. 

Provision has been made for a children’s 
play-ground on the roof. Other unusual fea- 
tures are: A spacious, beautifully furnished 
rest room for ladies; a barber shop and 
beauty parlor on the second floor, for ladies 
and children exclusively, and a lecture room, 
seating 75 persons, is available, without 
charge, for worthwhile community meetings. 
Specially constructed radio and victrola try- 
out rooms, a finely equipped builders’ hard- 
ware sample room, and a practice room and 
driving net for golfers are other features. 

Simultaneously with the move to new 
quarters the firm announced a change in 
their corporate name from the Nicholas 
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Magnificent New Home 


Hardware Company, to “Nicholas Company,” increasing 
their capital stock at the same time. These changes were 
considered advisable because of the addition of many 
new lines, with an increasing number of departments. 

Keep in mind that the numerous departments, which 
were added from time to time, radiated from a “hub” 
molded of builders’ hardware, general hardware, and 
housefurnishings, and these lines continue to constitute 
the “axis” around which the activities of the newer de- 
partments revolve. In the new order of things, the old 
lines serve as the “backbone” and “background” for the 
newer and more diversified and specialized lines of 
endeavor. 

For a number of years this firm has been developing 
specialized selling, enjoying an excellent business in 
washing machines, ironers, vacuum cleaners, radio, oil 
burners, gas stoves, kitchen cabinets and electric refrig- 
erators. An inkling of the large volume transacted in 
these lines was apparent when we learned that over 900 
oil burners were sold during the last five years, that a 
quota of 75 vacuum cleaners a month was the average, 
and that last year’s radio business exceeded 
$100,000. 

Builders’ hardware, electric appliances, 
general hardware, tools, cutlery, silverware, 
sporting goods, toys, and housefurnishings, 
are old “standbys” and continue to contribute 
their share to the annual volume, as their im- 
portance to the firm was never under- 
estimated. 

In addition to the lines found in any pro- 
gressive hardware store, the Nicholas Com- 
pany, on moving into their new building, aug- 
mented their stock with a complete line of 
ladies’ purses, at prices ranging upward to $25 
each ; luggage of every description, from bill 
folds to wardrobe trunks; a large line of 
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fountain pens and propellor pencils ; two eight-foot show 
cases of popular priced ladies’ jewelry, with $4.95 as the 
top price; extensive lines of fine glass and chinaware, 
domestic and imported; cameras and kodaks, from a 
dollar Brownie to movie cameras at $140, and a large and 
varied assortment of gift merchandise. The new lines, 
generally speaking, have been very productive, and thus 
tar results are considered highly satisfactory. 

Gift wares are divided into two separate departments. 
One is termed the dollar gift department, and is located 
in the down stairs store. Notice that they do not permit 
it to be referred to as the basement. Other more expen- 
sive gifts, usually found only in the exclusive gift shops, 
are displayed in a prominent location on the main floor. 

Robert E. Nicholas, president and treasurer, and Les- 
ter R. Walker, secretary, asked several fixture concerns 
to submit plans for equipping the new store, after they 
had outlined to the representatives, the various features 
they desired incorporated in the plans. J. B. Murdock, 
display engineer, of the Duluth Show Case Co., Duluth, 
Minn., was responsible for the plans accepted, and the 


















et of the well sampled panel 
boards of the tool department are 
pictured in the above photograph. 
Notice the work bench and the tool kit, 
both prominently displayed 
The corner window in the electrical 
household appliance department at- 
tracts the attention of the thousands 
of people who pass this intersection of 
two busy streets 
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Duluth Company furnished the equipment, with the ex- 
ception of special show cases, which were constructed by 
a private contractor. 

Mr. Nicholas and Mr. Walker made a thorough study 
of their requirements, weighing every detail carefully 
before making definite decisions concerning the facilities 
and fixtures. As no hasty decisions, through snap judg- 
ment were made, due to this plan, there has been nu 
occasion for regrets. One of the interesting details con- 
cerns the stairway to the downstairs store. The design 
is unique and very attractive, while their construction is 
such that a minimum of physical effort is required from 
customers who walk up and down them. However, to be 
on the safe side, it was thought best to place the house- 
wares on the main floor, as the firm thought the custom- 
ers might be hesitant about going downstairs for this 
merchandise. After a short trial it 
was obvious that the patrons didn’t 
have the slightest objections to the 
stairway and the housewares were ac- 
cordingly moved downstairs. 


As we were walking down the stairs, 
two ladies were walking up. One was 
overheard to say: “When I come in 
here I wouldn’t miss going down- 
stairs,” which certainly speaks well for 
the stairs as well as for the magnetism 
of attractive displays. 

The Nicholas downstairs store is 
not the ordinary basement sales room, 
for care was exercised to see that it 
was well ventilated, abundantly lighted, 
and arranged in a cheerful, alluring 
manner. Fixtures in the downstairs 
store were finished in ivory trimmed 
with pale apple green, having touches 
of bright red, which makes the en- 
vironment one of colorful cleanliness, 
and very enticing to the eye. 


UTLERY, alarm clocks 

and flashlights are prom- 
inently displayed in the Nich- 
olas store, as noted in the 
photograph on the left. Below 
is the company’s housefur- 
ings’ department, with its dis- 
play tables and mass display. 


All fixtures and wood work on the 
main floor are finished in brown walnut 
in lieu of dark mahogany. 

An atmosphere of quiet dignity and 
impressiveness is conveyed by such 
surroundings and the unconscious re- 
action it creates in the minds of cus- 
tomers places them in the right frame 
of mind as sales resistance is at a low 
ebb. 

The downstairs store merits a spe- 
cial article of its own, and if we have 
our way, the photographs and descrip- 
tion will appear in these pages at an 
early date. 

Throughout the building the very latest type of light- 
ing fixtures have been installed. The company realized 
that with a good portion of its merchandise on display 
the lighting in the store must effectively present the 
items to the customers. As a result, there is a profusion 
of light in every department, without glare shadows. 

A very worthwhile feature in the store is the absence 
of irrelevant signs. Customers are directed to the va- 
rious departments by handsome electric signs, mounted 
on top of shelving or wall cabinets. These signs can be 
seen in various photographs reproduced on these pages. 
They blend well with the fixtures and aid a new cus- 
tomer in quick shopping. 

The general office of the company is on a balcony, 
overlooking many of the departments and directly above 
the paint section. 


J 
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The modern tool display of George A. Englehardt & Son, Chicago 


Don’t Neglect The Boys’ Camp Tool 
Business, Says Englehardt 


name which has long graced the roll of Chicago 
hardware establishments. The firm was founded 
fifty-five years ago, and since the Chicago World’s Fair 
in 1893 it has occupied the same location at 1060 Mil- 
waukee Avenue, in the midst of a mill and factory dis- 
trict. Being practically surrounded by industrial plants 
and diversified factories, making a varied assortment of 
products the firm has always depended on tools for one 
of the main-stays of the business. The tool stock is 
much larger than is generally carried by the average 
store for orders specifying a half-dozen, dozen or even 
larger quantities of ordinary tools are not at all excep- 
tional. Then too, it is necessary to carry many special 
tools which are used for specific purposes in specialized 
manufacturing processes. Seventy per cent of Engle- 
hardt’s healthy sales volume is attributed to mill and 
factory supplies, with tools “carrying the flag” for all 
of the lines represented in this classification. 
Tools are, of course, prominently and attractively dis- 
played in the Englehardt store. The entire left side of 


Re ace 5 A. ENGLEHARDT & SON, is a firm 


main display floor is given over to tools sampled on 
paneled doors or shown in specially designed racks, while 
reserve stocks are carried on shelves in the rear of the 
panel doors. All samples are protected by glass front 
doors, as Mr. Englehardt is convinced that fine tools are 
not well adapted to open display methods. 

In talking of the recent changes in tool trends Mr. 
Englehardt said: ‘“Mechanics’ tools are selling as well 
as ever with us, but the business in carpenter tools is 
tapering off. To off-set this condition we are reducing 
our stocks of hand wood working tools slightly and are 
standardizing our lines as much as possible. We have 
been carrying thirteen different lines of chisels and we 
intend to drop the three less active lines. We are re- 
ducing other carpenter tool stocks in the same propor- 
tion. Instead of tying up capital in the slow moving 
items of carpenter tools, we are getting some of it out 
and into circulation through investing it in electric tools 
which have a ready sale at present. This is the only 
solution I know of for this problem and so far it has 

(Continued on page 57) 
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Captains—Executives—Housekeepers 


By SAUNDERS NORVELL 


ODAY the air on the twenty-first floor of the 

Cunard Building, right at the tip of Manhattan 

Island, is cool. The sun is shining brightly. The 
water in the Hudson River and in New York Harbor 
glitters like so many diamonds. A great ship, the Beren- 
garia, comes in under her own steam. She is a won- 
derful sight. She is spick and span, freshly painted from 
prow to stern. 

It is a curious fact about ships. They come into port 
painted up and in better condition than when they set 
sail. On board every first class ship, just as soon as they 
start on a voyage, they commence to clean up and paint. 
Painters are at work on these ships every day in their 
crossings to and fro. 


Srop and think of these ships with their crew of a 
thousand men and often with a passenger list of from 
two to three thousand souls. Stop and think of the 
diversity of talent required to run and manage one of 
these ships. The navigator, the engineers, the men who 
select, buy and take care of the food, the barkeeper, the 
men in charge of the cabins and of all the linen, the 
people who run the laundry, the orchestra, etc. All of 
this work is divided and subdivided, and responsibility 
is fixed all down the line. Exact accounts are kept on 
every ship. The profit and loss on every voyage is ac- 
curately figured. On the leading ships there are banks, 
where you can cash your letter of credit and change 
your money into the money of any foreign country. 
There is a postoffice. There are telephones. On the 
larger ships there are elevators. 

At the head of each of these ships is one man—the 
Captain. He is responsible for everything. You would 
imagine that this man, with all of his responsibility, 
would be nervous and excited and running around like 
mad. You would imagine in his office, or in his state- 
room, he would be snowed under with papers. I have 
found, however, that except in the case of a storm or 
some emergency the captain of a steamer seems to have 
little to do. Usually he is a very good natural, jovial, 
florid-faced old sea-dog. He sits at the head of the 
captain’s table, drinks his coffee, cracks nuts and seems 
to have all the time in the world to tell stories to the 
favorite passengers who sit at the captain’s table. 

A great, well organized ship is one of the best exam- 
ples of cooperation and coordination. The job of the 
captain is to know everything that is happening on his 
ship. A good captain receives reports promptly of any- 
thing that goes wrong in any department. If things are 


running right, he does not care to know it. It is his job to 
know every officer and every head of a department, study 
them and be acquainted with the manner in which they 
are handling their various responsibilities. 

There are only two times during a voyage, unless it 
is a very stormy crossing, when you do not see much of 


the captain. That is when the ship is leaving harbor 
and when she is arriving in port. At these times the 
captain is on the bridge. These are the times of real 
danger. Things usually happen to ships when they are 
starting out or when they are arriving. The safest 
place for a ship is in the middle of the ocean. The most 
dangerous thing for a ship is the shore. 

The Bremen has just returned to Europe, making a 
record for the eastward trip, in addition to her record 
for her westward trip—four days and seventeen hours 
from Sandy Hook to Cherbourg. The previous record 
was held by another ship for twenty years. 

But everything in these modern times can be bettered. 
Everything improves. In Texas there was an airplane 
endurance test. A remarkable record was made. All 
previous records were broken. Now in St. Louis two 
young men have beaten that record endurance test by 
several days, and no doubt someone soon will beat their 
record. 

The other night there was a dinner given to Bleriot, 
the man who first flew across the channel from France 
to England. That was only twenty years ago. It was 
a great event. It was marvelous! Now, today, flying 
from France to England is a very commonplace event. 
I myself have flown from Paris to London in two hours 
and fifteen minutes in a small open airplane. It was a 
delightful experience. We flew from Le Bourget, Paris, 
at four o’clock and arrived at Croyden at 6.15, motored 
to the Savoy Hotel in thirty minutes, washed up and 
had dinner that evening. 


Here in New York we are expecting to see the Ger- 
man dirigible appear almost any minute. They are well 
on their way over the Atlantic and coming at the rate 
of 70 miles an hour, with 25 passengers on board. I 
suppose the captain, Dr. Eckener, is sitting in his cabin 
in the Graf Zeppelin, with nothing especially to do— 
having all the time in the world on his hands. 

Recently I was a guest at a summer home. It was 
in quite an out-of-the-way place. All supplies were 
brought in by automobile. The weather was very hot. 
Our hostess, however, at all times seemed to be per- 
fectly cool. She seemed to have plenty of time and was 
never nervous or excited. The house always seemed 
to-be in perfect order. The meals were excellent. The 
service ran smoothly. 

As I sat on the piazza smoking my pipe, I asked ‘our 
hostess how she managed it. She smiled and answered, 
“First of all, I select my servants very carefully. Then 
I fix their responsibilities, so there is no question about 
what each one is to do, and then I teach them just how 
I want things done. I assign all of the work of the 
house to one or the other. I leaving nothing whatever 
for myself. As I see it, my job is simply to train and 
to supervise. My job is not to do anything.” This 
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woman has time to write letters, to read, to play the 
piano, to entertain her guests, and it all seems to be 
done without any effort. This woman, if she had been 
a man, would have made an ideal captain of a ship, 
whether on the ocean or in the air. She would have 
made a great business executive. 


Is a book I referred to recently, “Two Years Before 
the Mast,” written by Dana, there is a description of 
the organization and management of those old-time sail- 
ing vessels. Every man’s duty was clearly outlined. 
Responsibility and authority were both definitely fixed. 
He states in this book that the captain himself had noth- 
ing to do. He was simply in charge of everything. His 
word was final. His word was absolutely law. He even 
had the power of life and death on the ship. He had 
the authority to have a man trussed up to the rigging 
and flogged until he was unconscious. He had all this 
power and authority, but he walked the quarterdeck, 
smoking his pipe, glancing up at the sails, and he seemed 
to be a man without a care or a trouble in the world. 

Dana in his book tells the story of a ship on which 
he sailed where there was trouble. It seems that the 
first mate is responsbile for the sailing of the ship. The 
first mate gave the orders to the sailors. On this ship 
there was bad blood between the captain and the first 
mate. On one occasion when a squall came up sud- 
denly, the captain left the quarterdeck, went down into 
the waist of the ship and, ignoring the chief officer, gave 
orders direct to the sailors. The chief officer thereupon 
walked back to the quarterdeck and took his post where 
the captain usually stood: The ship, therefore, was in 
the curious position of having the chief officer on the 
quarterdeck in the captain’s place, while the captain 
was in the middle of the ship, giving orders to the sailors. 

The sailors, having a sense of humor, did not say 
anything but grinned. The captain grasped the situation 
and walked back to the quarterdeck. The chief officer 
said nothing, and after a while left the quarterdeck, 
went down among the men and proceeded to give his 
orders. Nothing more was said, but everybody on the 
ship quietly had a good laugh at the situation. Noth- 
ing could be done to the chief officer. He had not said 
anything, and he had a perfect right to the quarterdeck. 
His reproof to the captain, however, was none the less 
pointed and was fully appreciated by the crew. 

What has all this to do with business? Recently I 
had occasion to call on the executive of one of the larg- 
est businesses in the United States. Here in New York 
they have a monumental building. They have build- 
ings of their own in all of our leading cities. This busi- 
ness is a public utility concern. All of us in our homes 
and in our businesses pay tribute to them. They give 
us a service that is second to none in the United States. 
This company has thousands and thousands of employ- 
ees. They have scientific laboratories. They have con- 
nections and business arrangements with other com- 
panies in all parts of the world. It is a tremendous 
enterprise. 

When I called on this executive I found him in his 
large office on the top floor of one of their buildings 
here in New York. As I was shown into the room, I 
saw a large man, with his hands folded behind him, 


looking out of the window. There wasn’t a paper on 
his desk. Around the room were upholstered easy chairs. 
His large office looked like the lounging room of a first 
class club. 

It is my habit, however, always to look for the un- 
usual, The unusual thing in this office was a great 
collection of model ships that were everywhere around 
the room. Some of these models were exceedingly well 
made. They seemed to represent ships of every period 
in the history of shipping. 

This executive took a seat, not at his desk, but in 
one of the easy chairs near the window. Then he passed 
me a box of cigars, and when we had both lighted up, 
we sat there together looking out of the window. 

I studied this man carefully. He was not nervous, 
nor excited, nor did he seem to be in a hurry. If he 
had any important engagements that were pressing upon 
his time, there was not the slightest suggestion of this 
fact. 

We chatted about the business matter which had 
brought me to his office. I was surprised at his knowl- 
edge of the details of the whole matter. However, he 
did not press any buttons or call any assistant to bring 
him any papers. He told me definitely what they would 
do and what they could not do, and when I finally left, 
there was no question whatever in my mind as to the 
exact situation. I am afraid, however, that I was far 
more interested in the executive of this concern and in 
his surroundings, and the manner in which he did busi- 
ness, than I was in the particular matter that led to the 
interview. 

As I walked down Broadway back to my office, I 
thought again what apparently easy jobs these executives 
have—the executive of a great utility company, the ex- 
ecutive of a ship, the executive of a household—because 
after all it’s all the same thing. 

What are the fundamental things back of all this suc- 
cessful work? How simple it is. First, the right kind 
of employees—employees of the right character and 
the right kind of head. After that a careful charting 
of the work of each employee, or the fixing of respon- 
sibility, and after that the training of that particular 


job. 


As Sergeant Alvin C. York of Pall Mall, Tenn., fre- 
quently says in his book, “Ho, Ho—Ho, Ho!” I have 
seen organizations where everything was topsy-turvy, 
because they had the wrong kind of people. It is a sure 
thing you can’t make a silk purse out of a sow’s ear. I 
have seen organizations where there were good people, 
but there was no organization and no training. I have 
seen organizations where the president was so busy do- 
ing detail work that he did not have time to talk to the 
heads of departments or size up his organization. Presi- 
dents of this kind are the busiest men in the world. 
They never stop to look out of a window. You always 
have to wait to see them when you call. They never 
have time to think. They never have time to size up 
what is happening in the country, in their own industry 
or right in their own business. They are too busy. 
Changes take place and they are left stranded. 

I know a very successful manufacturer in this coun- 

(Continued on page 56) 
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CORRECT GROUPING 


of Items in Space 


Makes the Ad Se 


Study the specimen ads—good examples of right number of items and 
other merits within reach of small city stores—Two advertising lessons 


WO practical lessons in profitable hardware store 
advertising are illustrated by the two advertise- 
ments reproduced here. The lessons are, in fact, 
principles of newspaper advertising and are applicable 
to hardware stores of any size in cities large or small. 
One principle is the correct grouping of items with 
variety of appeal; the other is correct pricing to fit the 
(Ad No. 1) 


NL SSSI 
New Creations in Housewares 


For many years the H. C. Shaw Co. has made a specialty of dining 
and kitchen striving and that our 
many loyal! patrons should have the most Bee vale and very latest in 
housewares. 











We would be pleased to have you see our display of the new arrivals 
in this merchandise for better, more economical and more enjoy- 


able living. 
CHINAWARE wes —_— GLASSWARE 
DISHES ACCESSORIES 


if 


AN open stock. Our chinaware in. | Shaker sets made from Genuine Quen creators of fine 
. er Silver. Will not corrode or tarnisi otter you the 

cludes “Ivory Bavarian,” “Imperial Ba- | Soveral sizes P i Flore! Cutting” ‘cor 

varian,” “English Blue-Willow.” and patterns. .. $3.50 up accessorie: 


EDICRAFT EDICRAFT 

TOASTER SIPHONATOR 
A new improvement in Makes deliciously fla 
toasters. O vored coffee and clear 
makes wonderful toast. too, by this new pate ent. 
2 slices at one time and ethod. Attracti 


Q ‘matic ..... $15.00 c $17.50 





se pte jad the 





mpicte sets 
































BIRD CAGES 
WITH STANDS 





Now you can have beauty in card tables 


“ROSE MARIE” 


Anew a " 8 new table. Have washable, 
These beautiful bird cages are proof tope ded tops aid picking up cards. 
separately or with dee ee sien . 

vated floor stands to match. 
2.75 them now for 
Jawn. later for brid; 





29% Discount on all 
models of this famous 


1. 
nd 

othe: hey siding bhacta? 

dings. Une $3 5 “Leonard”  Refrigera- 

the 7 tor. Your opportunity 


to save at mid-season. 








Cages ns low as .. 
Stands to match...... 81.00 


[z PIONEER GARDEN HOSE 


“Reliance” *j-inch, reg. 10c 
30 ft. complete with coup. $4 .79 
ngs 











] [ee -DAY KITCHEN CLOCKS 


aetstcrnmcs $2.75 


“The Home of Good Pocket Knives” 


0 SENSU SS A A I SRR WY 


PROMPT 
DELIVERY 


i PISA AISA bh 


7 ZN) ORONO NO OS OO ORI \7 





California St. at Weber Ave. Phone 1007 





ore Goods 


By GUY HUBBART 





size of newspaper f 
circulation. The 
principles, one at a 
time, are explained 
as follows: 


GLASS and CHINA ; 


TABLEWARE 


SAVINGS ON CHINA AND GLASS WARE ARE 
ALWAYS OF INTEREST TO THE HOUSEWIFE 


Wonderful Variety of Newest Patterns in 
inner Sets — ware 





Correct Grouping 
of Merchandise 


No. 1 — Correct 
grouping of items 
is illustrated by ad 
No. 1. Notice that 
the eight items in 
this ad represent re- 
lated needs ; that is, 
goods that supply a 
certain type of need 
—household needs, 











in this instance— 

dishes, glassware, ‘ 
ily. “ | ‘locket Knives” 3 

S! lv er, salt sets, Weber Ave. at cueas al aay Phone iced 

electric toasters, aan a 

siphonator, refrig- tei 


erator, bird cage stand, card table, kitchen clock and 
garden hose. 

This kind of grouping has two definite effects on the 
selling value of the space which, by the way, is 4 columns 
wide by 12 inches deep, 48 inches. 

First, there is wide variety of values, so that an indi- 
vidual customer may see several things she wants, and 
if she buys them all the store gets a large unit purchase 
from one customer; by the same token—variety—the ad 
is more likely to appeal to a large number of customers 
than if only one or two items were featured or several 
of one kind. Any store can apply this rule to its space 
and will gain if it does. 

Second, the kind of variety represented by these eight 
items builds up good-will for the store, builds it up even 
if direct sales on advertised items is low, which now and 
then is the case. This is the reason: Readers of the 
paper who are interested in one item today, a toaster, 
maybe, see the other seven items and get the impres- 
sion that “this store carries many useful items and good 
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values ; I’ll watch its ads hereafter.” Such impressions 
are worth money, many profitable sales to a store. That 
is the first lesson to learn from the ads of the H. C 
Shaw Co., Stockton, Cal., and if the rule is good in 
Stockton it’s good in any town where human beings live. 


Right Use of Circulation 


The second lesson illustrated by these ads refers to the 
amount of matter to put into space—the number of items 
and the amount of retail prices. There are eight items 
described and priced. That is one item to each 6 inches 
of space. If this rule is followed, space works at full 


power because it is never overcrowded. Item descrip- 
tions are hard to read if space is chock full and badly 
displayed. This cuts down results. 

Also, and of most importance, the prices of the eight 
itms if added up amounts to $51.04. For convenience, 
call it $50.00. The circulation of the newspaper is let us 

16,000 daily net paid. If you take the number of 
thousands in the circulation (16) and divide the total 
price sum ($50) by it you find that the price total repre- 
sents $3.125 for each 1000 of circulation. This is the 
correct relation of prices to circulation. Rather reversing 

(Continued on page 58) 





Aid Sponsors “Rooster Day” in West Plains, Mo. 
Buys 683 Roosters to Save Farmers’ Egg Loss 


“The Most Interesting Store in West 

Plains” once again is responsible for a 

most helpful and practical publicity plan. 

Having met with success in its “Plow 

Day,” this retail organization has even 

more favorable results in its unusual 
“Rooster Day.” 


sé OOSTER DAY will be Booster Day at Aid 
Hardware Co.,” was the heading of an illus- 
trated circular received during the first week 
of June by several hundred farmers in and around West 
Plains, Mo. Reading further into the circular to find 
out why this retail hardware organization should be 
talking about roosters we found that on Wednesday, 
June 12, farmers were invited to bring their roosters to 
the Aid store and: receive 14 cents a pound for them! 

The regular price of roosters is usually around 7 or 8 
cents a pound. 

Reading still further we found that the company 
wanted to buy 1000 roosters, regardless of grade, age 
or breed. 

The Aid Hardware Co. has always been a great friend 
of the West Plains farmers. It depends on the farmers 
for a large portion of its business and tries to cooperate 
with the farmers in every way possible. 

Learning that a loss of about $20 a farm a season is 
due to fertile eggs, the Aid company decided to gather 
in as many roosters as possible—offer a good price and 
save the farmers this loss. Fertile eggs are produced 
from flocks on farms where roosters are not sold or 
confined after hatching season. 

The response to the circular was amazing. Farmers 
came in every kind of vehicle with all kinds of roosters. 
Six hundred and eighty-three roosters were bought, 
weighing a total of 3797 pounds. Aid in turn sold the 
roosters to produce houses. 

The first “Rooster Day” was such a success that it 
was repeated within the week. It brought the farmers 
to the store, created good will, helped them save their 
egg crop and the Aid Hardware Co. gained a great 
quantity of favorable comment and publicity. 


——WILL BE Aa——~ 


BOOSTER DAY 
AlD HARDWARE CO. 


We feel that West Plains has had a full share of SALE DAYS, s0 we 
decided to make ROOSTER DAY a: day of pleasure and not of profit 


This offer is for FARMERS ONLY and not for Peddlers or other Merchants 








(We want to ny 1900 Roosters on our Rooster Day. B’g roosters little roosters. mediura size roosters, fat roosters, skinny roosters, 
and pieasingty plump roesters. young roosters, addy roosiprs grand daddy rounters—yra, even great-granddaddy roosters will be 
wolecue eve, Bring them in, they are no real use to you these @ummer days apd only eat up your feed and give no returns) 


TO OUR CUSTOMERS EVERYWHERE:— 












To ene ourae poultry raising and preducing and marketing ‘‘Infertile Eggs’? we are announcing a 
“Re OSTER DAY"* at our store WEDNESDAY JUNE 12. 
F This * MROOSTER DAY”’ is to be one of the mo-t interesting events of the year for the chicken and egg 
producer 
As the natehlng.s season will mostly be over by June 12 an 
confined from the hen, that may be infertile durin « the hot 
ce for roo os - on‘ “he >R DAY" and want to buv 1000 € 
The roostet mikes the egg fertile and the fertile egg mak: Leg n 





de llare now In 4 pe raced rings by keeping bm dace ue bird from your fl 
Thes noster does not help the hens to lay. oly fertil'zes the ge orm ¢ 
ckly becomes a blood ring, which spoils te, pie for food and mark, 








fertile egue as the setting hen or the ine So afta the hatel:in 
West ingaaie! eigabet s the best poultry — egg market in } A The 
od money in gre a ceed Chord ie of chic sach vs the Bhevle J White j sghorne! ‘Bull 7 Malik 
tons, R urred “Plymo with "fldeks, Brown Uegorns White Wyaniot tes Brahmas, and our te rritory has them all 





The o requer price for so is us tially around 
7e or 8¢ Ib but on our “‘ROOSTTR DAY,’ av ednes 
sey June 12, we are going to pay. the Tariners 14 
th for roosters—a price never beard of before in 


ready. We want to buy 1000 roosters on that day. 
Br'ng in your big roosters. your little roosters,medi- 
um-sized roosters, fat roosters skinny rousters. and 
pleasingly plump roosters, young roosters, dadd: 
roosters, granddaddy roosters,yes, even great gre 





os idy Foos ters ‘se Laaeing Fe roosters, "These extra 
r to pe: you fer roosters will be 
my like finding 1 me joney in ihe chickenyard. = 


We are pleased to add the Endorsement of our Dis trict Agent, David Meeker. Be sure and read it 


Dear Poultry Raiser: 

We wish to give opr hearty endorsement to sag “Sw ak the Rooster Day”’ at West Plains Juke 12th. 

By far the largoat part ~s ta su Fr loss n OBR in Howell County ts foupd ip fertile gett It is estimated 
that this loss runs 62900 ae i Fertile exys are ptodwyed from flocks of-farms where 
rousters ore not sold of confined! Feevery pris Howell county were sold, * Riled, canned or-coafined, the 
problem of pooay 73 age 

As roosters hal pnefit in rr wre, Tok i in the summer, And on the omen are ya Tor the 
fertile eggs which eg spall 80 em ily ey hot weather,our best suggestion 4d all poultry raisers is to sell or confime 
every rooster in the flock “Swat the Rooster’* and save feed and sell better pha. Very truly yours 

DAVID MEEKER, District Extension Agent. 


We regret that our New Y:rk Buyer rej: to se = 
= 100 Ten ne Har Sik Dres sses for us to s 
“ROOSTER DAY.” 





You don" t even have to ‘ ‘Cut out a Coupon’’ to take 
part in our ‘‘Rooster Day,’’ Wednesday, Jue 12th. 
Just bring in your roosters and get the ¢ 





sh tate pond ae» to a on ‘‘Rooster Day,’’ 

although our entire force will be glad to attend to 

our wants. They will not insist on buying. 

ey are ex ir pcr pansy be = mortar 
Clerks try to 


"t rm d if some of 
crow ow ob ‘ROOSTER DAY." They will be so happy. 





WANTED! 50 BANTY ROOSTERS. 


Ww 'e will pay Be “cast rent for Banty Roosters on 
“Rooster Day ’* from 9 0’clock in the morning until ! 
4 o’clock in the afternoon. Bring the m in boys. 


AID HARDWARE CO. 


“The Most Interesting Store in West Plains. 
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Reaching Prospects Through 


STATE and COUNTY 


These retailers believe that the progressive atmosphere of the fall 
exhibitions and fairs is a good time to present the sales efforts of 


their stores. Meet old customers and make new ones. 











ITHIN a comparatively few weeks, hundreds 
W:: thousands of people will be thronging through 

the exhibition halls and midways at 
state and county fairs. Beginning with the Fit 
third week of August, through the end of a Se ! 
October, fairs and exhibitions will be held in c 
practically every State of the Union, attract- 
ing young and old from miles around. 

Some come to the fair to exhibit prize 
livestock or farm products—others to “look 
around,” while still others have in mind 
definite purchases to be made. The annual fair is the 
meeting place for friends and the “get-acquainted” cen- 
ter for dealer and customer. 

Retail hardware dealers who annually exhibit at fairs 
agree that a booth display of hardware and kindred mer- annually arranged booths at fairs would be both inter- 
chandise is good advertising. They also state that it is esting and valuable to those contemplating such a dis- 
an excellent means of building up a prospect list as play this year, we asked for comments.’ The result was 
well as a stimulator for future sales. a stream of optimistic letters, telling of good results. 

Believing that the experiences of dealers who have “Our exhibits for the last fifteen years have been con- 
fined entirely to farm 
implements,” says 
The Roemer & Thal- 
heim Co., Wausau, 
Wis. “The display 
of this merchandise 
at our county fair 
brings in a multitude 
of prospects which 
we follow up during 
the ensuing year. 
While we do not 
credit any sales di- 
rectly to the display, 
we feel that the 
time and expense is 
well worth while. 





This extensive display 
was that of the Brown 
Camp Hardware Co., 
Des Moines, Iowa, at 
last year’s exhibition. 
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Exhibit of the Witte 
Hardware Co., at the 
Tri State Fair, held in 
Aberdeen, South Da- 


kota, its home town. 


The dealer may min- 
gle with old customers 
and new at the fall 


- VAwarneaew — fair. 


From an advertising standpoint, after thirty years’ expe- 
rience, we can say that the exhibits are most successful.” 

Another Wisconsin dealer writes an enthusiastic letter. 
Wiechmann Hardware Co. of Wausau, says: “We believe 
that having an exhibition at the fair is good advertising. 
We get in touch with a good many people whom we 


would not otherwise meet. Those who do not come to 
our store inspect our goods and often become actively 
interested. We usually exhibit ranges, washing ma- 
chines and sewing machines. While it is difficult to 
state the exact benefits, we believe that the fair booth 
is as good advertising as is possible to obtain.” 
Coming East a few miles to Michigan, we inquired at 
the Walz Hardware Co. in Saginaw of their experi- 
ences. “We have shown at the county fair for some 
years and find it very profitable advertising. Several 
months after the fair, prospective customers come to 
the store and buy something which they say they have 


seen in our booth at the fair. We recommend this form 
of advertising to any dealer.” 

Out in Oklahoma City, Okla., headquarters of the 
recent N. R. H. A. Congress, is Pettee’s, a department 
hardware store with four community branch stores. It 
reports: “Each autumn we have an exhibit at the state 
fair and find that it creates considerable business. The 
display is varied each year but usually features hunting 
equipment. We have also successfully shown silver- 
ware, china, glassware, radios and electric washers.” 

For several years the Witte Hardware Co. of Aber- 
deen, South Dakota, has had an exhibition at a state 
fair. A. C. Witte, president, writes: “The booth is a 
good way to obtain prospects for future follow-up. We 
often hear the comment that the exhibit at the fair 
induced a purchase at the store. Ranges and heaters 
are shown and demonstrated.” 

Moving out to the West Coast we asked the Salem 
Hardware Co. of Salem, Ore., if they find an exhibition 
at a fair worthwhile. L. N. Simon evidently thinks so, 
for he writes, “For the past seven years we have dis- 
played and demonstrated paints and have secured good 
results. Last year we added portable gas stoves and 
picked up nice business. During the week we came into 

personal contact with about 35,000 

people and believe the booth to be a 

very practical and efficient form of 

advertising.” 

From the South comes another 

enthusiastic letter. C. H. Everett, 
manager, Everett Hardware Co., 
Jackson, Miss., believes, “the exhibit 

(Continued on page 57) 


All that is newest in machinery at- 
tracts the farmer. Here is the re- 
tailer’s opportunity to interest him and 
his family in related hardware lines. 
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Auto Accessories Are 


PROFIT MAKERS 


Says Knight & Wall Co. of Tampa, Florida 


NE of the leading profit makers in the Knight & 

Wall Co. hardware store in Tampa, Fla., is the 

auto accessory department. During past years 
this department’s business has shown constant growth. 
A good portion of its yearly sales volume is due to the 
sale of tires and tubes. Total sales for 1929 from tires 
and tubes are expected to reach $100,000. 

The company carries a complete stock of general auto- 
mobile accessories and a few lines 
of replacement parts. These items 
together with the tires and tubes, 
are shown at frequent intervals 
in windows and advertising. 

Recently there appeared at the 
Knight & Wall store an unusual 
window display devoted to spark 
plugs. The prime attention- 
getter was an airplane instrumeni 
board and a large map of a local 


airport. These were secured 
from a Tampa aircraft corpora- 
tion. Ribbons extended from 


the various handles and gages on 
the instrument board to signs at- 
tached to the inside of the win- 
dow glass. Spark plug cartons, 


grouped below the aircraft exhibit, completed the display. 

The company’s tire sales are made without installation 
service. If an auto owner drives to the store, his tire or 
tube will be mounted for him, but no service is extended 
away from the store. Tires and tubes are sold for cash, 
at prices designed to meet chain store competition. Due 


to the popular prices, the company has not found it nec- 
essary to give service with its tire and tube sales. 






































HE Knight & Wall tire 

department is known as 
Knight & Wall Co. Cash 
Tire Store. Two of its re- 
cent window displays are 
shown above, and on the 
left. 

Both windows have a 
simplicity in arrangement 
secured by using only a 
minimum stock. Good bal- 
ance resulted from careful 
arrangement. In the spark 
plug display, the aviation 
background made an un- 
usually magnetic exhibit. 
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The annual conference of The Stanley 
Works sales staff was held in the new 
Masonic Temple, New Britain, Conn., from 
July 29 to Aug. 2. Representatives from 
the various territories attended the ses- 
sions, which were both interesting and in- 
structive. 


smn soe ees are 
- iY = 


Stanley Sales Conference Held Recently in New Britain 


Vice-President J. E. Stone presided at 
the opening session on Monday morning, 
July 29. The opening address was deliv- 
ered by President C. F. Bennett. He was 
followed by various factory men, who 
spoke on new items, merchandising elec- 
tric tools, cultivating school business, 


ee ccna 


advertising, sales helps and the like. 
A tribute was paid to A. E. Duncan, 
manager of the company’s New York City 
office from 1906 till his death in Decem- 
ber, 1928. 
The salesmen also inspected the Bridge- 
port plant of the Stanley Works. 





Westchester Shore Dinner at Rye, 
N. Y., August 21 : 


The eighteenth annual shore dinner of 
the Westchester County Hardware Deal- 
ers’ Association will be held on Wednes- 
day, Aug. 21, at the Clambake Pavilion, 
Playland, Rye, N. Y. 

Dinner will be served at 6 p.m. Tickets 
are $4 each and may be obtained from 
Chairman William L. Vetter, 253 Hugue- 
not Street, New Rochelle, N: Y., who is 
also vice-president of the association. The 
Westchester annual shore dinner is a pop- 
ular feature of hardware social activities 
as the summer comes to a close. 


The Hoover Co. Is Conducting 
Sectional Sales Conventions 


Departing from its custom of holding 
one annual sales convention, international 
in scope, at Hoover Camp near the fac- 
tory at North Canton, Ohio, the Hoover 
Co., maker of Hoover electric cleaners, 
is this year holding thirteen sectional con- 
ventions in the field. 

In the past only the salesmen who quali- 
fied as Maximen and Top-Notchers, the 
upper 10 per cent of the sales force, were 
privileged to attend, whereas the new plan 
brings in for the sectional conventions all 
those engaged in Hoover sales and service 
work—thus extending to the many the ben- 
efits that before were largely limited to the 
few. 

The sectional conventions are to be held, 
almost without exception, in branch head- 


quarter cities, and in two instances two | 
| of materials had greatly increased, it would 


branches combine their conventions. The 
first convention of the western area con- 
venes in Minneapolis on Aug. 28; the first 
of the eastern area opens in Detroit on 
Sept. 3. 

Conventions will be of two days’ dura- 
tion, with suitable subjects on the program 
the first day, when the salesmen are pres- 
ent, and strictly managerial problems con- 
sidered on the second day, when only man- 








agers and supervisors will attend. Maxi- 
man honors and other recognition won dur- 
ing the year’s sales contests will be awarded 
at banquets during the evening sessions on 
the first day of each convention. 
Company officials and executives repre- 
senting each factory department having 
direct contact with the sales organization 
as well as executives of the research and 
engineering department will attend each 
convention, one group making the western 
meetings and another covering the eastern 
field. Advertising and engineering exhibits 
form a part of the convention displays. 





F. E. Myers & Bro. Co. Salesmen 


Convene for Annual Meeting 


P. A. Myers, president of The F. E. 
Myers & Bro. Co., Ashland, Ohio, opened 
the organization’s annual sales meeting, 
held at Ashland during the week of July 29. 
More than 225 men, including salesmen, 
office force and foremen of the plant de- 
partments, attended the first session. 

Mr. Myers in his address expressed satis- 
faction in the salesmen’s records during 
the past year and complimented them on 
their work. He called attention to the new 
Myers catalog, recently issued, and an- 
nounced that the company was doing every- 
thing possible to help its salesmen. 

The president then introduced various 
foremen, who spoke briefly. John C. Myers, 
vice-president, spoke of the company’s 
quality line and urged the salesmen to have 
a full knowledge of it. Guy C. Myers, 
vice-president, announced that as the cost 


be necessary to increase the volume of 
sales in order not to increase selling prices. 

G. D. Myers, vice-president and head of 
sales, and F. B. Kellogg, secretary and 
treasurer, spoke briefly. A picnic for the 
salesmen, a tour of the plant, a review of 
the contemplated advertising campaign, and 
discussion of new products were high spots 
in the week’s activities. 





Shield Co. Holds Convention for 
Dealers Handling Radios 


The Shield Co., wholesale distributor of 
Dallas and Fort Worth, Tex., held its 
annual Crosley radio dealer convention on 
the top floor of the Texas Hotel, Fort 
Worth, on Aug. 7. 

Short talks’ were made by representa- 
tives of the Crosley Radio Corp. and the 
sales program for the coming months out- 
lined. 

The Dallas branch of The Shield Co. is 
now under the management of E. B. 
Howard. He succeeds C. B. Wakefield, 
who recently resigned to enter a whole- 
sale furniture house. 


L. Gonzales del Real Moves to 
Larger Havana Quarters 


Due to the steady expansion of business, 
L. Gonzales del Real has moved to larger 
headquarters at 58 Empedrado Street, Ha- 
vana, Cuba. This is a sales organization 
established in 1915, specializing in direct 
factory representation. 


Specialty Mfg. Co. Forced to 

Double Manufacturing Space 

Officials of the Specialty Mfg. Co., 
10698 Berea Road, Cleveland, Ohio, an- 
nounce that due to a steadily increasing 
demand for the company’s industrial and 
other brushes, it has been necessary to ac- 
quire a further extension of manufactur- 
ing space. The new addition whieh has 
just been completed will approximately in- 
crease the manufacturing space available 
for increased output to twice the previous 


| amount. 
t 
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Pickett Hardware Employees 
Picnic at Warren Outing Club 


More than two hundred employees and 
friends of the Pickett Hardware Co., 
Warren, Pa., attended the organization’s 
annual picnic at the Warren Outing Club, 
on July 16. A fine program of baseball, 
swimming and games was greatly enjoyed 
and in the evening a dinner was served, 
with dancing following. The baseball game 
was won by the shop team. 

President W. T. Kelly made a short 
talk at the dinner and introduced the guests 
of the occasion. He also announced that 
there were thirteen persons in the organ- 
ization whose service record averaged 
twenty-six years. Other veteran employ- 
ees were introduced and spoke briefly. 
The balance of the evening was spent in 
dancing. 


Masback Salesmen Visit Plant 
Of American Fork & Hoe Co. 


Thirty-five members of the sales staff 
of Masback Hardware Co., 82 Warren 
Street, New York City, hardware jobbers, 
headed by vice-president H. E. Masback, 
Paul J. Polke, buyer, and R. G. Litchfield, 
sales promotion manager, visited the 
American Fork & Hoe Co. plant at Wall- 
ingford, Vt., on Saturday, July 20. 

The visitors left New York the previous 
night, using two special Pullmans to Rut- 
land, Vt. <A tour of inspection at the man- 
ufacturers’ plant where True Temper 
garden tools are made was followed by a 
lunch and entertainment at the True Temper 
Inn, where the Masback men were guests 
of the American Fork & Hoe Co.  Fol- 
lowing a further factory inspection the 
crowd went to Albany, N. Y., and took 
the Saturday night boat for New York 
City, reaching there Sunday morning. The 
trip was very enjoyable and educational. 


V. T. Griswold Is Now with 
A. Darusmont, Jr., in Cincinnati 


V. T. Griswold has joined A. Darus- 
mont, Jr., manufacturers’ sales representa- 
tive, 49 Central Avenue, Cincinnati, Ohio, 
and will cover part of Ohio and Indiana. 
Mr. Darusmont’s entire field embraces 
Indiana, Michigan, Kentucky, and western 
Pennsylvania. 


Many Plans Now Being Made for 
National Radio Week 


National Radio Week will be observed 
one full week, starting Sunday, Sept. 22. 
During this week attention will be given 
to radio and its service to the public all 
over the United States. 

National Radio Week has been indorsed 
by the Federated Radio Trade Association, 
a national organization of all of those en- 
gaged in the reselling and distribution of 
radio apparatus, and the radio industry is 
being urged to join in the observance of 
the week’s musical festival. 

National Radio Week falls on the same 





dates as the great Radio World’s Fair to 
be held at Madison Square Garden in New 
York City. Many broadcasting stations are 
creating radio programs for the benefit of 
their listeners during this week. Local 
associations, radio distributors and dealers 
everywhere are giving the movement their 
whole-hearted support and cooperation by 
referring to National Radio Week in all 
of their advertisements, window displays, 
releases, etc. 


M. K. Reckord, General Manager 
Izaak Walton League 
M. K. Reckord has been appointed gen- 
eral manager of the Izaak Walton League 
of America, succeeding the late Fred H. 
Doellner. 








M. K. RECKORD 











The new general manager is equipped 
by training, experience and natural apti- 
tude to help lead more than 100,000 sports- 
men and outdoor enthusiasts of the Izaak 
Walton League. ‘ 

Mr. Reckord comes to the League from 
the National Staff of the American Red 
Cross, with whom he had been affiliated 
since 1920. He has been national di- 
rector of Disaster Relief Field Operations 
and also director of the Red Cross first 
aid and life-saving activities. 

Mr. Reckord will make his headquarters 
at the League’s national offices, 549 W. 
Randolph Street, Chicago. 


Standardization Agreement 
Ratified on July 9, 1929 


A cooperative agreement between the 
American Standards Association, a national 
federation of 40 government, technical and 
trade associations, and the U. S. Bureau 
of Standards, which will encourage na- 
tional standardization activities in all in- 
dustries, was ratified on July 9 by George 
K. Burgess, director of the Bureau of 
Standards and by the board of directors 
of the American Standards Association. 





James C. Meyers Is President 
Juvenile Products Company 


James C. Meyers has been elected presi- 
dent of the newly formed Juvenile Prod- 
ucts Co., Toledo, Ohio. This organization 
will manufacture a line of juvenile vehicles 
including velocipedes, wagons, kiddie bikes, 
doll cabs and the like. Temporary offices 
are located at 431 Ohio Building, Toledo. 

Frank A. Nauts is vice-president of the 
new organization. He will be in charge 
of its factory. He was for many years 
with the Gendron Wheel Co. of Toledo. 
Fred A. Hamel, one of the incorporators 
of Juvenile Products Co., will be its fac- 
tory superintendent. He is considered to 
be a specialist in sheet metal work. 

A new modern factory is to be erected 
in Toledo. It will house all departments 
of the business. 


New York Hardware Trading Co. 
Moves Los Angeles Offices 


New York Hardware Trading Co., 
wholesale and retail distributor in Los 
Angeles, Cal., has recently opened a large 
wholesale office at 548 S. Los Angeles 
Street and is moving the company offices 
from 621 S. Main Street to this new ad- 
dress. The new structure will house all 
surplus stock needed to supply the com- 
pany’s chain of stores. 


Radio Commissioner Predicts 
Increase in Radio Set Sales 


A substantial increase in the sale of radio 
receiving sets during the autumn and win- 
ter was predicted on Aug. 3 by Radio Com- 
missioner H. A. LaFount, who returned 
to Washington, D. C., from an inspection 
trip on the western coast. 

Commissioner LaFount anticipated that 
the coming year will be a record one in the 
radio industry. The rapid strides made by 
aviation was held as responsible for a large 
demand for short wave facilities by air 
transportation companies. He declared that 
he was convinced that radio facilities are 
essential in the development of aviation. 

“We must make radio communication 
available as an aid to aviation as rapidly 
as possible,” Mr. LaFount said. 


Large Department Store Chain 
Organized on Pacific Coast 


Organization of a new Pacific North- 
west department store chain having an in- 
itial capital of $3,000,000, with headquar- 
ters in Seattle, Wash., was announced re- 
cently by E. S. Saul, president of Western 
Stores, Inc., as the corporation will be 
known. 

Ten existing department stores comprise 
the chain at the outset, but plans are be- 
ing made to extend the store till at least 
twenty-five are operated. The corporation 
will acquire established organizations in its 
program of expansion. 
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R. O. Ahlenius, General Manager, 
Williams Oil-O-Matic Corp. 
R. O. Ahlenius has been promoted by 


C. U. Williams, president of Williams Oil- 
O-Matic Heating Corp., Bloomington, II1., 








R. O. AHLENIUS 











to be general manager of the corporation. 
This is a new position. 

Mr. Ahlenius went with the Williams 
organization in August, 1928, after having 
been for more than ten years with a 
wholesale grocery firm. He has many 
years executive training and is well 
equipped to handle the duties of his new 
position. 


National Council Convention 
New York City, August 22 


The 1929 convention and election of of- 
ficers of the National Council of Traveling 
Salesmen’s Associations will be held on 
Thursday evening, Aug. 22, in the Hotel 
Pennsylvania, New York City. 

Seymour N. Sears, The Tucker Co., 
New York, N. Y., president of the National 
Council for the past two years will pre- 
side and read his annual report. Several 
prominent men will attend and speak brief- 
ly, after which there will be an entertain- 
ment. The convention is called for eight 
o'clock. 


Cleveland Dealers’ Outing at 
Nela Park, August 21 


The annual outing of the Cleveland Re- 
tail Hardware: Association will be held at 
Nela Park, Cleveland, Wednesday, Aug. 21. 

The program will include races, swim- 
ming, dancing and other forms of enter- 
tainment. Special entertainment will be 
provided for the ladies. Dinner will be 
served early in the evening. H. B. Mc- 
Grath is president of the association and 
J. F. Pekoc, Jr., is secretary. 





Josiah K. Winch Passes Away 


Josiah K. Winch, veteran hardware 
dealer, passed away in Youngstown, Ohio, 
on Aug. 5 following a heart attack. He 





was a native of Pennsylvania and was 79 
years of age when he died. 

In 1894 Mr. Winch came to Akron, Ohio, 
and became a member of the firm, Dague 
Bros. & Co., which was a forerunner of 
the present C. H. Yeager Co. of that city. 

He later became affiliated with the Cen- 
tral Hardware & Stove Co. of Akron, re- 
tiring from active work seven years ago. 


James & Hawkins Acquire Store 
of C. M. Felt, Huntington, L. I. 
James & Hawkins, Inc., Hollis, N. Y., 


is now operating a total of twelve branch 
retail hardware stores on Long Island. The 
company recently acquired the store of C. 
M. Felt, Huntington, L. I., and started a 
new store at Manhasset, L. I. The other 
ten branches are located at Jamaica, Free- 
port, Port Washington, Bayshore, North- 
port, Rockville Center, Hempstead, Law- 
rence, Glen Cove and Far Rockaway. The 
buying headquarters, executive headquar- 
ters and central warehouse have been 
located at Hollis for a little less than two 
years. These were formerly at Jamaica 
where the company’s first store was estab- 
lished. 


Peden Iron & Steel Co. Will Have 
Fine New Houston Home 


Construction has already been started on 
a new store and office building in Houston, 
Tex., for the Peden Iron & Steel Co. of 
that city. The building will be four stories 
in height, 80 by 150 ft., of reinforced con- 
crete, and will house a new retail hard- 
ware department. 

A modern cafeteria for employees will 
be installed in this new structure and a 
roof garden has been provided in the plans. 
A parking space across the street is also 
being constructed for the use of employees 
and customers. 

The new structure will cost approximate- 
ly $250,000. 


Window Display Exhibit at New 
York in September 


An exhibit of modern and conventional 
window displays will be held at the Art 
Center, 66 East Fifty-sixth Street, New 
York, N. Y., Sept. 19 to 26 inclusive. 

This exhibit by Dennison Mfg. Co., 
Framingham, Mass., affords an opportunity 
for advertisers, retailers, display managers 
and agency executives to see the most at- 
tractive types of commercial window dis- 
plays now in demand by retailers and to 
observe the new modern trends in display. 
The exhibit will display in complete deco- 
rative backgrounds the products and display 
material of leading advertisers, and mer- 
chandise for which the average retailer has 
a consistent demand. 

It is the purpose of this exhibit to show 
that high standards of art are consistent 
with high standards of window display. 
The galleries will be open to all from 
10 a. m. to 4 p. m. every day. 





W. F. McAuliffe Advanced by 
Kolster Radio Corporation 
W. F. McAuliffe, who since 1925 has 
been a member of the Kolster Radio Corp., 
39 Broadway, New York, N. Y., mer- 








W. F. McAULIFFE 











chandising division, has been appointed as- 
sistant to the company’s executive vice- 
president, St. G. Lafitte. 

Mr. McAuliffe has been in the radio in- 
dustry since 1913, when he joined the San 
Francisco division office of the American 
Marconi Co. He was later with the Radio 
Corp. of America. He entered the Kolster 
organization in 1925 at the company’s San 
Francisco office, remaining there until last 
year, when he came to New York. 

Mr. McAuliffe will have his office at 39 
3roadway, New York, N. Y. 


Wagner Electric Co. Moves Its 
Cleveland Sales Office 

The Wagner Electric Corporation of 
St. Louis, Mo., has moved its Cleveland 
service station and branch sales office to 
a new building at 3756 Carnegie Avenue. 
The rfew building was built in accordance 
with Wagner specifications in order to 
assure improvements in the handling of 
standard Wagner lines and in service work. 
The Cleveland office handles the entire 
Wagner line of motors, transformers, fans 
and Lockheed hydraulic brakes, not only 
as a branch sales office but also as a re- 
pair shop and service station. 


Prices Show Upward Trend for 
Various Essential Oils 
Prices on essential oils were firmer 
and important commodities had a rising 
trend of prices during the week ended 
Aug. 10, according to the Oil, Paint and 
Drug Reporter. The index number of 
prices calculated was 201.6 (100 equaling 
August, 1914) at the close of the week, 
compared with 201.1 a week earlier and 
168.4 at the corresponding time last year. 
Quotations on animal, vegetable and fish 
oils, fats and greases were generally steady. 
The index number of prices was 131.1, 
the same as in the previous week. A year 
ago the index number was 135.0. (Nor- 
mal 100 in August, 1914.) Business was 

fair. 
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Whiskette Has Many Uses 


Whiskette Mfg. Co., Terre Hill, Pa., has 
placed before the trade a new household | 
help in the form of the Whiskette, a clean- 
er and polisher of metals, woods, enamel | 
ware, marble, tile, bathroom equipment, etc. 

The Whiskette is made of long steel 
fibers, covered with a durable cloth which 





is reinforced with heavy stitching. Through 
this method of manufacture it is not nec- 
essary to have fingers touch the steel wool 
when using the Whiskette. 

The Whiskette is treated to resist rust. 
It has been intentionally made small so 
that it will be easy to handle when clean- 
ing or polishing in corners and grooves of 
various surfaces. 


“Grip-All” Screw Cap Opener 


A screw cap opener, designed to open 
all size caps, has been offered to the trade 
by Vaughan Novelty Mfg. Co., Inc., 3211 
Carroll Avenue, Chicago, III. 

The “Grip-All,” No. 0152, is made of 
tempered steel and is nickel-plated. A 





card illustrating the use of the opener is 
attached to it, showing how it either seals 
or opens caps. Finished with a colored 
handle. 


The Useful Dux Dishmop 


There are several advantageous features 
claimed for the new Dux dishmop that 
has been offered to the trade by the Dux 
Dishmop Co., 55 North Second Avenue, 
Mt. Vernon, N. Y. The mop is made of 





Cs 


ao TOW VO oe 





close, short strands of high grade, long 
wearing yarn, which are securely fastened 
on the side of the handle. The manu- 
facturer states that there are many logical 
uses for the product besides washing 





dishes, such as dry dusting, washing tile, 


woodwork and crockery and for cleaning 
the wheels of an automobile. 

The mop is compact and constructed for 
long wear. The handles of the Dux mops 
are lacquer—finished to match the prevail- 
ing kitchen color schemes—blue, green, yel- 
low, red and clear, which shows the natural 
grain of the wood. 

A useful display stand is available to 
stimulate the sale of the dishmop. 





The New Baby-Bottle-Kit 
Therma Products Co., 139 Franklin 
Street, New York, N. Y., is manufac- 
turing a new product which should in- 


| terest mothers of small babies. 


The Baby-Bottle-Kit is a combined nurs- 
ing bottle sterilizer, rack for filling bottles, 
container for transporting and _ portable 
pasteurizer of milk. In the kit is an alum- 
inum sterilizer with spring-lock handle; a 
tight-fitting aluminum cover, two racks and 
a funnel made of aluminum, a gruel con- 
tainer and six 8-oz. bottles with corks. 

To sterilize the bottles, fill them about 





half full of water and have about three 


inches of water in the sterilizer. The kit 
holds six bottles upright for filling. As 
the kit has a handle, it is convenient for 
use when traveling or visitifig. Milk can 
be pastuerized by placing the nursing bot- 
tles of milk in the sterilizer and filling its 
bottom with three inches of water. The 
length of time the water should boil varies 
with conditions. 

The manufacturer states that medical 
authorities approve of the convenience and 
practicability of the product. 


A Bottle Opener Pencil 


Hardware dealers who desire to distrib- 
ute to their customers a useful novelty 
will be interested in the Kapoff lead pencil 
produced by the Souvenir Lead Pencil Co., 
Cedar Rapids, Iowa. 

This is a jumbo pencil with a bottle 
opener attachment on the end. The metal 
attachment carries a high quality eraser, 
and the lead in the pencil is also of good 
quality. The attachment can be removed 
from the pencil when it is worn down 
and slipped on another jumbo pencil, if 
desired. The dealer can have his name 
printed on the pencil, making it an adver- 
tising medium. 








An Improved Electric Lantern 
The Delta Electric Co., Marion, Ind., has 
Sust announced the new “Apollo” electric 


lantern. 
Many improvements over the old Delta 





No. 10 electre lantern have been incorpo- 
rated in the “Apollo.” The new “Apollo” 
lantern is chromium trimmed and finished 
in bright red enamel. It stands 7% in. 
high. A large reflector surface enables the 
“Apollo” to provide a strong, steady work- 
ing light for fully 300 ft. Two ordinary 
No. 6 dry cell batteries are used to pro- 
duce current. 





The Apex Moth Cake 


The Apex Moth Cake, a convenient moth 
preventative in ,cake form, has recently 
been placed on the market by the. Apex 
Products Company, 32 (South) Western 
Ave., Chicago, III. 

It is said that the Apex Moth Cake is 
an easy, convenient way of killing all fab- 





ric and insect pests as well as being a 
deodorant and disinfectant. The cake, 
which comes in a perforated metal con- 
tainer, gives off a vapor which is deadly 
to moths, mosquitos, roaches, centipedes and 
other household insect pests, yet it leaves 
no odor on clothing and requires no spray- 
ing or squirting. All that is necessary is 
to remove its air-tight wrapper and hang 
it up where protection is needed. 

The makers state that Apex Moth Cakes 
contain no camphor or naphtha, will not 


| spot or stain and permit the clothing to 
| be worn immediately after treatment. 
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WASHINGTON NEWS LETTER 


Hardware Men Prominent on Important Committee for 1930 Census 
of Distribution—M. Markham Flannery Tells of the Work Which the 


Trade Practice Division of Federai Trade Commission Is Conducting 


(Washington Bureau of HARDWARE AGE) 


Fred M. Feiker, managing director 
of The Associated Business Papers, 
Inc., New York City, of which HARp- 
WARE AGE is a charter member, has 
been appointed chairman of the ad- 
visory committee for distribution sta- 
tistics of the 1930 Census of Distribu- 
tion. Melvin T. Copeland, professor of 
marketing at Harvard University is a 
member of the committee as are C. J. 
Whipple, president Hibbard, Spencer, 
Bartlett & Co., Chicago.; Henry S. Den- 
nison, president, The Dennison Mfg. 
Co., Framingham, Mass., and Herbert 
P. Sheets, managing director, N. R. 
H. A. Other members of the commit- 
tee are not so closely related to the 
hardware industry. 

The committee announced last week, 
was named in accordance with a resolu- 
tion adopted at the recent meeting of 
the full Advisory Commijttee for the 
Census of Distribution to cooperate 
with the Bureau of Census in drawing 
up schedules and in connection with 
other work preliminary to the taking 
of the Census of Distribution next year. 


* * * 


The Division of Simplified Practice 
has sent to manufacturers, distributers 
and users of hack saw blades accept- 
ance forms for signatures to denote 
their adherence to the first revision 
simplification program adopted at the 
meeting held in New York on May 22, 
1929. 


* 2 * 


Organized in June, 1926, the Trade 
Practice Division of the Federal Trade 
Commission has made remarkable 
strides as a medium for business and 
industry of the country in establishing 
codes of ethics. By many it is consid- 
ered to have brought about a revolution 
in the business world whereby it has 
done away with many practices which 
were either illegal or undesirable, with 
resulting benefits to itself, the govern- 
ment and the people generally. 

During the life of the Division it has 
held 68 trade practice conferences, af- 
fecting 62 industries, some having held 
conferences twice. Rules have been 
issued in all but four or five instances, 
and between 25 and 30 applications for 
conferences are pending. The capi- 
talization involved is not known, but it 
is tremendous. 

“These conferences,” said M. Mark- 
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ham Flannery, Director of the Division, 
“mean big savings to industry, the gov- 
ernment and the people, by settling in 
groups many cases which, under former 
practice, would have had to be settled 
individually. They have placed indus- 
try and business in a friendly attitude 
rather than in an attitude of antago- 
nism.” 

The effective character of the confer- 
ences was pointed out by Mr. Flannery 
when he told HARDWARE AGE that of the 
400 rules that have been adopted there 
have not been as many as one dozen 
cease and desist orders issued by the 





Commission for the violation of rules. 
It is his opinion that the outstanding 
result of the conferences has been to | 
put business on an equal basis, fair to | 
all alike, including the consumer. The 
conferences have covered virtually all 
lines of business, among them hardware 
lines. Before the Trade Practice Divi- | 
sion was set up the Commission held 
only between two and three conferences 
a year, while now the average is more 
than 20 each year and it is increasing. 
In May of the present year there were 
six conferences, in June there were 11 
and in September there will be perhaps 
eight or 10. The conferences have also 
had the effect of changing the attitude 
of business toward the Commission, 
which in earlier days of that organiza- 
tion was unfriendly, to put it mildly. 
There was a feeling that the Commis- 
sion had assumed the role of a perse- 
cutor, instead of a helpful govern- 
mental agency to assist business in do- 
ing away with unfair business prac- 
tices. Procedure was by complaint; it 
was slow, costly, and the results af- 
fected only a portion of industry. The 
idea of setting up Trade Practice Con- 
ferences, to bring about cooperation and 
helpfulness, and to cover entire indus- 
tries, or at least a great proportion of 
industries, was developed by Mr. Flan- 
nery, and it has proved a greater force 
in achieving its purposes than had been 
expected even by the most optimistic. 
An investigation of the creamery indus- 
try in 1919, under the old practice, was 
converted into a trade practice confer- 
ence, the first ever held, and it is esti- 
mated that as a result of eliminating 
some of its other methods of business 
the creamery industry has saved mil- 
lions of dollars. It was also in the 
early days that a trade practice confer- 
ence covering the shirting fabrics in- 
dustry was held, with the result tha: 











rules were adopted, bringing about a 
large saving. And since then confer- 
ences have multiplied fast in number 
among various businesses and indus- 
tries with the same result. 

As is generally known, the confer- 
ences adopt two groups of rules. Group 
I covers those which condemn practices 
that are plainly illegal. Group II cover 
those which condemn practices regard- 
ing which the Commission gives no 
opinion as to their legality or illegality, 
but accepts as expressions of the trade. 
Some of the latter rules may concern 
practices that are illegal. It depends 
upon the specific instances in particular 


| cases. Until such cases are officially 


determined there is no pronouncement 
by the Commission. Some of the rules, 
on the other hand, are so obviously 
legal that the questions is not debatable, 
yet they cover practices which the af- 
fected industries desire to eliminate. 

The point is often made that while 
the conferences cover a large propor- 
tion of the industries affected, that por- 
tion which did not participate is left 
free to continue old practices cited in 
Group II without danger of interfer- 
ence by the Commission provided the 
practices are legal. The answer has 
been made that in such instances, more 
rare than is generally imagined, indus- 
tri¢és which do participate in the con- 
ferences are given the right to abro- 
gate the rules and to resume such 
practices in competition with those 
which did not give them up. When this 
is done it has heen the custom for those 
not acceding to such rules to quickly 
adopt them. 

The rules manifestly cover many sub- 
jects, commercial bribery, breach of con- 
tractural relations, misrepresentation of 
goods, misleading advertising, etc., and 
it has been observed that business and 
industry is only too glad to do away 
with undesirable practices where it is 
agreed that competitors will do like- 
wise. 

The Commission has sent out notices 
to trade associations and other organi- 
zations announcing that it is having 
printed a pamphlet containing rules 
adopted at Trade Practice Conferences 
affecting 52 industries (subsequently 
increased to 62), and is seeking lists to 
which copies might be sent. They will 
be distributed by the Superintendent of 
Documents, Washington, at 25c., and it 
is thought there will be a large demand 
for them. 
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(GENERAL MARKET NEws 








Summer Hardware Lines Tapering 


Off—Fall Forecast Good 


New York, Aug. 14.—Although the natural tapering off of sum- 
mer hardware lines has set in, trade in general is unusually steady 


for this period in the year. 


Reports from the important market 


centers of the country indicate that jobbers and retailers alike are 
expectant of a healthy fall business, and some early autumn orders 
are now showing on the books of jobbers. 

Extended dry weather has had the effect of reducing many grain 
crops, but higher prices and more satisfactory crops of other kinds 
will go far toward equalizing the consumer’s buying power. De- 
mand at present indicates very little slowing up. 

Prices on practically all items are steady, and the credit situation 
is better than it has been in some time. 








Week’s Price Average 98.6 P. C., 
Says Prof. Irving Fisher 

Prof. Irving Fisher of Yale University 
announced on Aug. 4 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98.6 per 
cent. The July average was 98.6 per cent. 
The purchasing power of the dollar was 
101.4c. on a 1926 basis of 100c. The July 
average was 101.4c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 92. 
The July average was 91.4. 

The Italian index on the revised 1926 
basis for week ended July 27 was 72.9. 


July Chain Store Sales Gained 
Over July, 1928 


Increased sales for July ranging from 7 
per cent to 47 per cent larger than the same 
month last year were reported on Aug. 5 
by thirteen chain store companies. Gains 
for the seven months’ period for these com- 
panies ranged from 8 to 43 per cent larger 
than for the corresponding period in 1928. 

An increase of 9.40 per cent for sales in 
July was reported by the F. W. Wool- 
worth Co. Sales for the month reached an 
aggregate of $22,521,611, compared with 
$20,586,963 for July, 1928, an increase of 
$1,934,648. 

For the first seven months of the year 
the Woolworth sales gained 8.54 per cent 
over those for the corresponding period of 
last year. The total to July 31 was $158,- 
331,442 against $145,868,318 for the first 
seven months of 1928. 








Record July Construction Vol- 
ume, Says F. W. Dodge Corp. 


Total construction contracts awarded 
during July in the 37 States east of the 
Rocky Mountains amounted to $652,436,- 
100, according to the F. W. Dodge Cor- 
poration. These States include about 91 
per cent of the total construction volume 
of the country. This was the second largest 
monthly total on record and represented an 
increase of 12 per cent over the total for 
July, 1928, and an increase of 20 per cent 
over that for June, 1929. 

Three districts made new, high totals 
for the month of July. These districts were 
New York State and northern New Jersey, 
the Middle Atlantic States and Texas. The 
New England States had the second high- 
est July total on record. 

The most noteworthy items in the build- 
ing record for the 37 Eastern States were 
as follows: $199,925,500, or 31 per cent 
of the total, for residential buildings; 
$194,546,700, or 30 per cent, for public 
works and utilities; $91,348,300, or 14 per 
cent, for commercial buildings ; $66,604,000, 
or 10 per cent, for industrial buildings; 
and $47,979,300, or 7 per cent, for educa- 
tional buildings. 

During the first seven months of this 
year there wis a total of $3,683,982,900 
worth of new building and engineering 
work contracted for in the 37 Eastern 
States, as compared with $4,028,299,900, 
the total for the first seven months of 
1928, a decrease of 9 per cent. 

Contemplated projects reported in the 
37 Eastern States during July amounted to 
$480,212,100. This amount was 26 per cent 
less than the contemplated work reported 
during July, 1928, and 24 per cent loss 
than the amount reported during June of 
this year. 





Bank Debits Up Slightly to 
$17,949,000,000 Total 


Debits to individual accounts, as_ re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
July 31, aggregated $17,949,000,000, or 
slightly above the total reported for the 
preceding week and 23.7 per cent above the 
total reported for the corresponding week 
of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to approxi- 
mately $17,117,444,000, as compared with 
$17,008,000,000 for the preceding week and 
$13,745,000,000 for the week ended Aug. 1 
of last year. 





Automotive Rubber Exports 
Gain 19 Per Cent 


United States exports of automotive rub- 
ber goods increased 19 per cent from a 
value of $20,813,300 during the first six 
months of 1928 to $24,672,400 during the 
like period of 1929, states Harry W. New- 
man of the Rubber Division, Department 
of Commerce. 

The volume increase in general was much 
greater, inasmuch as there was practically 
a universal decline in prices of all auto- 
motive rubber goods during the half year 
1929 through the repeal of the British re- 
strictions on crude rubber exports from 
British Malaya and Ceylon. 

Exports of solid tires declined 22 per 
cent in value, but this decrease was coun- 
teracted by a large advance in exports of 
truck and bus casings of six inches and 
over. Exports of this class amounted to 
157,465 units, valued at $4,370,130, during 
the first half year of 1929, and with their 
higher unit values they were responsible 
for the only comparatively slight decline in 
the unit values of all classes of automobile 
casings—that is, from $12.61 to $12.06. 





Postal Receipts Increase 
$2,560,836 in Fifty Cities 


Postal receipts at 50 selected cities 
throughout the United States during July 
showed an increase of $2,560,836.01, or 
9.66 per cent over those for the corre- 
sponding period in 1928, according to the 
Post Office Department statement © of 
Aug. 6. 

The total receipts for July, 1929, were 
$29,068,514.75, as compared with $26,507,- 
678.74 for the same month last year. 

The five leading cities with their per- 
centages of increases were: 

Jersey City, N. J., 25.97 per cent; Foit 
Worth, Tex., 16.20 per cent; Des Moines. 
Iowa, 14.76 per cent; Akron, Ohio, 13.55 
per cent, and Los Angeles, Cal., 13.33 
per cent. New York reported an increase 
of 11.81 per cent. 
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Chicago Business Continues Good—Some 
Price Revisions Are Effective 


CHICAGO, Aug. 13.—Trade with local hardware wholesalers is a trifle 
more brisk than is normal for this season. The usual mid-summer “lull” 
has not registered, as yet, to the degree customary at this time of the 
year. Sales of staple goods are holding their own and seasonable mer- 
chandise is in excellent demand. A good volume of business is being 
booked for future delivery. 

The following lines are especially active on current orders: alarm 
clocks, grain scoops, bale ties, bolts and nuts, bottling supplies, carpet 
sweepers, chain, electric fans and irons, fishing tackle, fruit presses, 
golf goods, ice-cream freezers, prepared roofing, rope and scythes and 
snaths. 

Sharp advances are effective on raw and boiled linseed oil and turpen- | 
tine. Quotations on No. 14, rubber-covered wire are considerably lower. 
Prevailing prices are quoted below. Prices on carload lots of steel 
sheets are reported a little easier. 

Confidence and optimism in the business outlook prevail at this mar- 
ket. Pessimists who have been fearing a major reaction have had to 
postpone still further fulfillment of their predictions, even though it is 
granted that some recession may be expected eventually, following such 
an extended period of business and industrial activity. 

Steel mills in the Chicago district continue to maintain production at 
approximate capacity. The year, thus far, has established new high 
production records for the local iron and steel industry. Evidence that 
the country’s requirements are expected to grow, especially in the de- 
mand for structural shapes, is seen in the recent announcement by the 
Illinois Steel Corporation, subsidiary of the United States Steel Cor- 
poration, that it will spend about $100,000,000 for plant expansion in the 
Chicago district. This single project will add about 1,500,000 tons or 
21% per cent to the plant capacity of the country as a whole. 

Collections average from fair to good and the credit situation is de- 
clared more favorable than a year ago. 


ALARM CLOCKS AND WATCHES.— 
The approach of the school term has re- 
sulted in heavy orders from dealers pre- 
paring for the expected rush on alarm 
clocks. 

JOBBERS’ ret AS re & Z RE- 


(Chicago office of HARDWARE AGE) | 
| 
| 
| 





nous dials, may be assorted to obtain 
quantity discounts. 


AUTOMOBILE ACCES SORIES.— 
Some of the larger tire manufacturers | 
have recently readjusted prices on their | 
second lines, to conform with late mail 








TAILERS, F.0.B. CHICA 


Big Ben, plain dial, $27. a per doz.: 
Big Ben, luminous dial, $37.92 per 
doz.; Big Ben, De Luxe_ Nickel, 
$31. 68 per doz.; Big Ben, De Luxe 
Nickel, luminous dial, $42.24 per doz.; 
Big Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben volored. lur 
minous dial, $42.24 per doz.; Baby 
Ben plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 
Baby Ben De Luxe Nickel plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
Nickel luminous dial, $42.24 per doz.: 
Baby Ben De Luxe colored plain dial, 
$3168 per doz.; Baby Ben De Luxe 
colored luminous dial, $42.24 per doz.; 
America Plain dial, $12. 60 per doz.: 
America luminous dial, $18.96 per 
doz.; America Colored Clocks, $12.60 
per doz.; Sleepmeter Plain dial, $16.80 
per doz.; Sleepmeter luminous dial, 
$25.20 per doz.; Ben Hur Plain dial, 
$21.12 per doz.; Ben Hur luminous 
dial, Nickel, $29.52 per doz.: Ben JIiur 
Plain dial, colored, $21.12 per doz., 
Ben Hur, luminous dial, colored, 
$29.52 per doz.; Tiny Tim Nickel or 
colored finish, $18.00 per doz. New 
Model Pocket Ben Watches, $12.60 
per doz.; New Model Vocket Ben 
Watches luminous dial, $13.96 per 
doz.; Lots of 2 dozen or more, all 
one kind or assorted, are subject to 
an extra discount of 2% per cent. 
In lots of 6 dozen or more, all one 
kind or assorted, are subject to an 
extra discount of 5 per cent. Wast- 
clox and Watches, plain and lumi- 

















order catalog figures. Local demand is 


about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular 58c. each: Cham- 
pion X, 45¢c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford. 
36c. each. 

Spit Lights.—Appelton, No. 3280, 
$6.50 each. 

Chains.—Non-skid dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in., cylinder, 
$1.85 each. 

Tires and Tubes.—Mansfield tires 
30 x 3%, Liberty cord, $4.85: Mans- 
field heavy duty oversize, $6.50: Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 “ae $1.29 each: 32 x 
6.50, $2.70 each 

Less 10 per ‘cent on casings and 
12% per cent on tubes. 


BALE TIES.—Demand is opening for 
a season of good promise. Prices are a 


shade under 1928 figures. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 





Single loop pattern, (Standard 
Lists) Discount, 76 per cent. 


BICYCLES.—Demand continues good 
and prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 


Double Bar Motor- Bike Model 
$26.26; ladies’ model, $25.90; girls 
and boys’ juvenile model, $23.60. 


BOLTS AND NUTS.—Sales are ahead 
of the same period last year and cur- 
rent demand is holding up well. Dis- 
counts are without change. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount: 
lag screws, 60 per cent discount. 
All discounts are quoted from ‘“‘full 
case”’ lists. 


BOTTLING SUPPLIES.—August is 
expected to be a very active month in 
this line. Sales are picking up. Firm 
prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Single bottle washer, $4.75 each: 
double bottle washer, $7.25 each; 
adapter for bottle jwasher, $1.60 each: 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 15%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles 
$5.00 gross. 


BUILDERS’ HARDWARE.—This line 
is only moderately active. Prices are 
steady and unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
*lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


CANNING SUPPLIES.—Demand has 
been heavy, but wholesale season is 
about over. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Quart, wax top tins, $5.30 per gross. 
Red sealing wax, 35c. package, 20 
sticks; handy canning rack, half 
gross in carton, $7.70 per gross: wire 
fruit jar wrenches, 65c. doz. 


CARPET SWEEPERS.—Sales continue 
to aggregate a good volume in this line. 
| Jobbers report that vacuum cleaners 
have not lessened the call in recent 
years. Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.;: Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.; American Queen, $54.00: Parlor 
Queen, $56.00. 


CHAIN.—Sales are very satisfactory. 
The recent advances in coil (pound) 
chain have been well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
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%-in. Proof coil chain, $11.00 cwt.. 
base; trade marked coil chains, 
40-10 per cent list. 

COPPER RIVETS AND BURRS.—De- 
mand is normal. Prices are firm, but 


unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Copper rivets and burrs, 30-10 per 
cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Fans and electric irons 
are especially active. No. 14 rubber 
covered wire in 1000 ft. lots have been 
reduced from $7.25 to $6.50 and less 
than 1000 ft. lots from $7.50 to $6.75. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.—No. 14 
rubber covered wire, 
ft.; in less than 1000 ft. lots, : 
No. 18 lamp cords, $11.25 per 1000 ft.: 
in 1000 ft. lots, $10.50; %-in., brush 
brass key socket, 13c. each; lots of 25 
12%4c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each: two 
piece attachment plugs, 5c. each; dry 
cells, boxes of 55, 32%c. each: less 
than case lots, 35c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75: 
Percolator, Universal, 9169, $16.65. 

Electric Fans.—6 in. Polar Cub, 
$2.75 each, lots of 12, $2.65: 8 in., 
Polar Cub, $3.20 each, lots of 12. 
$3.05; 10 in. Oscillating Cub, $7.00 
lots of 12, $6.65; 8-in. North- 
, $4.55 each, lots of 10, $4.39: 
10-in. Oscillating Northwind, $10.50 
each, lots of 10, $10.13. 

Radio Supplies.—Radio B batteries, 
D 779 KE, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 771, $2.06 each; packages 
of 5, $1.92; No. 486, 320 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, T5c.; UX- 
199, $1.20; UX-227, $1.50; UX-171A. 
$1. 35: UX-250, $6.60 each; UX-245. 
$2.10 each; UX-224, $2.40 each. 


FLINT PAPER.—Sales are normal. 
Prices steady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICA 
9 x 11 sheets, in bundles, No. 0, 
$4.05 per ream; same No. 1, $4.85 per 


ream; 8% x 10% sheets, in bundles, 
No. 6, $3.65 per ream; same, No. 1, 
$4.40 per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c. ; 
9 x 11 sheets in boxes, No. 1, 75 
sheets per box, 76c.; 8% x 10% sheets, 


No. 0, 100 sheets per box, 76c.; 8% 
x 10% sheets, No. 1, 75 sheets per 
box, 67c. 


FISHING TACKLE.—The vacation sea- 
son has greatly stimulated the demand. 
July sales were very heavy and no let- 
up is in sight. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Bronson Level Winding Reels, $1.50 
each; Meisselbach Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each: 
Heddon Golden Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.: 
South Bend Crippled Minnow, $6.80 


doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno. Dis- 
play on cards, $2.00 card: Creek 


Chub Pike Minnow Assortment, $1.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
—_ Minnow Assortment, $2.00 
asst. 


FRUIT PRESSES.—It is a little early 
for the demand to register in earnest, 
though sales have a fair start. Prices 
remain steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO 

4 qt. tinned cylinder, $3.25 ene: 6 
gt. $4.00 each; 12 qt., $6.00 each: 
ruit presses, wood tubs, No. 0, $3.90: 
1, $7.40; ee. .” $9.75; No. 3, 


No. 
$15.00; No. 5, $24.5 





GLASS AND PUTTY.—A temporary 
lull in the demand is being felt during 
the vacation months. Prices remain the 
same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount, single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount, double strength B, 
all brackets, 87 per cent discount: 
putty, pure grade, $3.90 per 100 Ibs.; 
commercial, $3.15 per 100 Ib. 


GRAIN SCOOPS.—Demand 
‘ent. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 8, $14 per doz.: No. 
per doz.; No. 12, $16 per doz.: 
14, $17 per doz. 


GOLF GOODS.—A large demand is re- 
ported for better grade clubs. Season’s 
prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore_ Irons, 
hickory shafts, $2.35 each: Compe- 
tition clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford- 
Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—Ham- 
mer sales continue especially good. 
Dealers have been furnished prices by 
large jobbers here to combat the mail 
order leaders. No recent price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first ‘quality, $9.20 
doz.; competitive grade, 16 oz, nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets. 
No. 2 shingling, $12.50 doz.: first 
auality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets. No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad. $12.50 doz. 


ICE CREAM FREEZERS.—Sales are 
heavy and compare favorably with the 
same time last year. No price changes 
have been made all season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


White Mountain —l1 qt 


is excel- 


10, $15 
No. 


12 qt., 
$33.20; 25 aqt., List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic. =y at., $4; 2 at., $4.60; 3 at., 
$5.55: 4 $6.80; 6 qt.. $8.60; 8 at., 
$11.10. Vise prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 

Alaska-Grey Goose.—1 aqt., $3.60: 
qt., $4.20; 3 qt., $5; 4 qt., $6. ‘15; 6 Re 
$7.80; 8 qt., $10.10; 10 at., $13.50. 
List prices. Dealers’ discount on 
Alaska-Grey Goose freezers is 3314 
per cent from list. 

Auto Vacuum.—1 at., $3.50; 2 at., 
$4; 3 qt., $5: 4 qt., $6. List prices. 
Dealers’ discount on Auto Vacuum 
freezers is 334% per cent from list. 

Acme.—2 aqt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 


NAILS, WIRE AND STAPLES.— 
Prices are without change. Carload in- 
quiries and sales are quite frequent. 
General demand only fair. 


JOBBERS’ uote rege daa RE- 
TAILERS, F.0O.B. CHICAGO 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock. $3.20 per keg base. 





is $3.05 base, 
base for mill 
Steel cut nails, 


Mill shipment price 
Carload (36,000 Ib.) 
nt. still lower. 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 1b.; No. 9 galvanized, plain wire, 
$3.75 per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 160 Ib. 


PAINTS AND OILS.—Normal sales 
for the season are reported. Linseed 
oil and turpentine prices show recent 
sharp advances. 

JOBBERS’ y agile iy RE- 


TAILERS, F.O.B. CHICA 

Linseed Oil, Raw.—Barrel lots, 
_— per gal.; 5 barrel lots, $1.02 per 
gal. 

Linseed Oil, Boiled.—Barrel lots. 
a per gal.; 5 barrel lots, $1.05 per 
gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, Tic. per 
gal., net. 

White Lead.—100 lb. kegs, $13.50 
cwt.; 50 Ib. kegs, $13.75 cwt.: 25 Ib. 
—_ $13.75 cwt.; 12% Ib. kegs, $14 

Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange $2.26 
per gal. in barrel lots. 


__ English Venetian Red.—In barrels, 
5%4c. per lb.; in 100-lb. lots, 6%c. 


per lb. 
Dry Paste.—Barrel lots, 7c. per 
D. 


PREPARED ROOFING.—Prices seem 
to have steadied at the lower levels. 
Selling volume has been larger than 
normal. 

JOBBERS’ QUOTATIONS TO RE. 


TAILERS, F.0O.B. CHICAGO 


Best grade, selected surfaced, pre- 
pared roofing, $2.16 per square: Me- 
dium grade, slate surfaced, $1.99 
per square; best grade, tale surfaced, 
$2.10 per square; medium grade tale 
surfaced, $1.43 per square; light 
grade tale surfaced, $1.00 per square: 
red rosin sheathing, $50 per ton. 


PYREX WARE.—Demand is active at 
steady prices. 
JOBBERS’ QUOTATIONS TO RE. 


TAILERS, F.O.B. CHICA 

Round casseroles, 1 qt., $12 per 
doz.; 1% at., $14 per doz.; 2 at., $16 
per doz.; Oval casseroles, same 
prices as round. 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 
yo large utility dishes, $14 per 
oz. 


SASH CORD.—Sales are normal at 
steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Standard grade, No. 7, $7.94 per 
doz.; No. 8, $9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 
$8.55 per doz. 


SASH WEIGHTS.—Prices continue as 
last reported. Sales continue very sat- 
isfactory. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


Ideal (full weight) less than carload 


lots, $36 per ton. Carload lots, $33 
per ton. 
SCREWS. — Prices remain steady. 


Sales on brass screws are relatively 
heavy. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent: 
round head blued, 40 per cent: flat 
head brass, 37% per cent; round 
head brass, 32% per cent. Larger 
orders 10 per cent less. 


STEEL SHEETS, FLAT OR CORRU- 
GATED.—No price changes on small 
sales. Carload orders a little easier in 
price. Sales are very active. 


JOBBERS’ ea He a & TO RE.- 
TAILERS F.O.B. CH 

4 gage avanee ps tl $4.90 

100 Ib.; 24 gage black sheets, 

4. 05 per 100 Ib. 
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Hardware Trade in South Benefits from 
Tobacco Belt Prosperity 


ATLANTA OFFICE OF HARDWARE AGE 

ATLANTA, GA., Aug. 13.—Atlanta hardware jobbers report busi- 
ness good, with seasonable as well as staple merchandise moving 
rapidly with builders’ hardware probably in the lead. The Atlanta 
hardware jobbers are now booking quite a few items for fall de- 
livery, among them being axes, ammunition and stove pipe. 

Business throughout the tobacco belt was good during the week. 
Money is flowing in great volume and the growers are in a better 
financial condition than they have been in years. This business is 
extending far outside of the tobacco belt and good business condi- 
tions are spreading out. Despite the fact that in some sections the 
cotton crops are molested by the boll weevil, the farmers are getting 
them under control and the general outlook is promising. Minor 
crops such as peanuts, sugar cane, rice, sweet potatoes, etc., are re- 
ported doing well and are promising. 

Prices show very little change and collections are fair. 


ALUMINUM WARE. — Demand is 3ig and Baby Ben, luminous... 3.50 


Ben Hur, luminous, in colors- 


steady, with good volume of trade. and nickel finish ............. 2.46 
Prices are firm as quoted. Ben Hur, plain, in colors and 
PCI IIE fad 6-6.0'0:0.0- G0 eM etnnete 1.76 
JOBBERS’ QUOTATIONS TO RE- Sleep Meter, plain ............. 1.40 
TAILERS, F.O.B. ATLANTA, GA.: Sleep Meter, luminous ........ 2.10 
Qt. Per Doz. Tiny Tim in assorted colors... 1.50 
ene $12.00 Pocket Ben watches .......... 1.05 
Gtp—— TOR MOTION 2... 5. sce eens 16.00 Glo Ben Watches, luminous.... 1.58 
4—Convex kettles ............ 8.00 ‘ . 
€—Convex kettles |........... 8.50 AXES.—Axes are beginning to move. 
8—Convex kettles ............ 12.00 Orders are good for immediate and fall 
eee oy a 8.00 ‘ : 
3—Percolators .........eccseeee 9.60 delivery. Stocks are full and well as- 
8—Water pails .............-+- 8.00 sorted. 
10—Water pails .............. 9.00 orted 
BEE DOD 5 isa ccc ccaccecce 3.00 JOBBERS’ QUOTATIONS TO RE.- 
De IMD Beis desc cewites tc 3.50 TAILERS, F.O.B. ATLANTA, GA.: 
4—DAlry PANS ....ccccseseceee 4.85 Single bit, base wright, unhandled 
MIRE TCONOED asi cc cscceces css 6.00 $14.65 to $16.00 per dozen. Double bit 
S—FALCHOLS: o.cccvesssvcovcssees 8.00 $19.65 to $20.50 per dozen. Single bit 
ee re 9.00 with No. 1 handles $18.90 per dozen. 
BE—=DISN PANS 2... ce ccccccccces 12.50 Double bit with No. 1 handles $23.90 
ROMORFIE, OUR soc sca ccvawesees 16.50 per dozen. 


AUTOMOBILE ACCESSORIES.—| poLTS AND NUTS.—Steady business 
Tires and tubes are moving much faster | on bolts and nuts. Prices have not been 
than a week ago. Other accessories are | changed. 


moving in nice volume. JOBBERS’ QUOTATIONS TO RE 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. ATLANTA, GA.: 
TAILERS, F.O0.B. ATLANTA, GA.: Cut thread carriage and machine 
Auto Chains.—Weed and Rid-O- bolts, 60 per cent off; rolled thread, 
Skid chains, list, less 30 per cent; 12 60-10 per cent off; lag screws, 60 per 
to 49 pairs, 35 per cent off; 50 pairs cent off; hot and cold pressed nuts, 
or more, 40 per cent off. 50-10 per cent off, stove bolts, 75 per 
Champion X spark plugs, 45c. each. cent off. 


Ch i 1 : % . 
tampion blue, box. osc. 6175 each, | BUTTS AND HINGES.—Better busi- 


Mansfield tires, 4 ply balloon type, ‘ ; 
29 x 4.40, $7.40, tubes, $1.50; 30 x 4.50. ness is reported on butts and hinges. 
$8.25, tubes, $1.60; te *. 475, 489.55. Stocks are in good shape, with no 
tubes, x u ~~ ; i 
$1.75; 30 x 5.00, $10.20, tubes, $1.80; change in price. 
x 5.00, $10.65, ‘tubes, ‘$1. 85; 32 x E oo, JOBBERS’ QUOTATIONS TO RE- 
$11.75, — $1.90; 30 . 5.25, $11.90; TAILERS, F.0O.B. ATLANTA, GA.: 
tubes, $2.00; 31 x 5.25, $12.25, tubes, Dull brass plated butts, 3% x 3% 
$2.05; 29 x 5.50, $12.65, tubes, $2.25. tte. per Be.: x4 23c. ‘per pr. Pat 
Mansfield 6 ply tires, 31 x_ 5.25, Loose pin butts, 2% x 2%, $1.00 per 
$14.70, tubes, $2.05; 30 x 6.00, $16.15, doz. prs.; 3 x 3, $1.10 per doz. prs.: 
tubes, $2.25; 31 x 6.00, $16.65; tubes, 3% x 3%, $1.35 per doz. prs.; 4 x 4, 
$2.30; 32 x 6.00, $16.95, tubes, $2.40. $1.90 per doz. prs. 
Heavy strap hinges: 4 inch, 90c. 
ALARM CLOCKS AND WATCHES.— per doz.; 5 inch, $1.30 per doz.; % 
Jobbers’ salesmen report good business a eS 8 —_ oe per 
on alarm clocks and watches. Stocks CT inch. 
are full. Prices are the same. CLIPPERS.—Business is normal on 
JOBBERS’ QUOTATIONS TO RE- clippers and parts. 


TAILERS, F.O.B. ATLANTA, GA.: 
Each JOBBERS’ QUOTATIONS TO RE- 

America, plain, in colors and TAILERS, F.0.B. ATLANTA. GA.: 

ee are ‘ Brown & Sharpe—Bressant or nar- 
America, luminous dial .... row plate—$4.50, less 25-10 per cent. 
Big and Baby Ben, plain .. " American Gentleman, $3.00, less 
Big one Dakz ee. painens. . 3.16 33% per cent. 

g an aby Ben uxe, = 

plain, in colors and nickel COTTON MOPS.—Mops are steady. 

eee Sey ae a ron 2.62 Prices are unchanged. 











JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

14 oz., $5.90 per doz.; 18 oz., $6.40 
per doz. 


FILES.—Sales are very satisfactory. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Simonds files, list, less 50 per cent: 
Black Diamond, list, less 50 per cent: 
Great Western, list, less 60 per cent: 
Royal, list less 70 per cent. 


FREEZERS.—Current sales are taper- 
ing off and the selling season is about 
over. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

Frost King, Steel Frame.—1 at., 
$3.30; 2 qt., $3.85; 3 at., $4.60; 4 at., 
$5.60; 6 qt., $7.10; 8 qt., $9.20: 10 at., 
$12.25; 12 qt., $13.75; 16 aqt., $19.20: 
20 qt., $24.80. 

Snow Ball, Steel Frame.—1 at., 
$4.00; 2 qt., $4.65; 3 qt., $5.55: 4 at., 
$6.86; 6 qt., $8.60; 8 qt., ‘$11.10: 10 at., 
$14.85; 12 qt., $17.80; 16 aqt., $21.10: 
20 at., $27.40. 

White Mountain.—1 qt., $4.85; 2 at., 
$5.65; 3 qt., $6.75; 4 qt., $8.25: 6 at., 
$10.25; 8 qt., $13.50: 10 aqt., $18.00; 
12 qt., $21.55; 15 qt., $25.60; 20 at., 
$33.20; 25 qt., $42.60. 

Artic Freezers.—1 qt., $4.00; 2 at., 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 at., 
$8.60; 10 qt., $14.80; 12 qt., $16.65; 
15 qt., $23.30; 20 qt., $30. 


GALVANIZED HARDWARE CLOTH. 
—Good demand on this item, with ade- 
quate stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

2x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 2, 30 in., $10.25 per roll 
of 100 lineal ft.; 2 x 2, 36 in., $12.50 
per roll of 100 lineal ft.; 3 x 3, 24 in., 
$9.50 per roll of 100 lineal ft.; 3 x 3. 
30 in., $11.50 per roll of 100 lineal ft.: 
3 x 3, 36 in., $13.50 per roll of 100 
lineal ft.; 4 x 4, 24 in., $10.50 per roll 
of 100 lineal ft.; 4 x 4, 30 in., $12.50 
per roll of 100 lineal ft.: 4 x 4, 36 in., 
$14.50 per roll of 100 lineal ft. 


GALVANIZED WARE.—Demand 
heavy at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. A tubs, $4.00 per doz.; No. 0. 
$5.20 per doz.; No. 2, $7.20 per doz.: 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.: 12 
quart, $2.46 per doz.; 14 quart, $2. 76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails round 
bottom, stenciled, $4.50; 12 quart $4.75 
per doz. 

5 gal. garbage cans, $6.35; 7 gal., 
$8.25; 10 gal., $9.25 per doz. 

GAME TRAPS.—Orders are coming in 
steadily for immediate and future de- 
livery. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Victor No. 0, $1.10 per doz.: Victor 
No. 1, $1.40 per doz.; Victor No. 1%, 


$2.20 per doz.; Victor No. 2, $3.36 per 
doz.: Victor No. 3, $5.48 per doz. 


ROOFING.—Sales are very satisfactory 
and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

1 ply smooth surface, $1.00 per roll: 
2 ply smooth surface, $1.20 per roll: 
3 ply smooth surface, $1.40 per roll: 
— or red slate surface, $1.95 per 
roll. 


se 


s 





ee 
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SCREEN DOORS AND WINDOWS.— | 


Demand is excellent on this item. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 24G14, 3 x 7, $20.30 doz.: No. 
301, 3 x 7, $38.20 ‘doz. ; ; No. oor 
Se 00 doz.; No. 314G16, 3 x 7, $32 


do 
Adjustable Metal Frame Windows: 


24 x 37G14, $9.30 doz.; 28 x 37G16, 
$10.10 doz.; 24 x 37 adjustable wood, 
$5.50 doz.; 30 x 37, $6.80 doz. 


SAWS (CROSS CUT).—Sales are very 
good, with no change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


Simonds Crescent ground gross cut 


saws. Nos. 13, 22, 113, 133, 324, 325: 
Si Se a er $5.40 
Binet GoGeiessinesaseeaeiae eens 6.00 
Sts. Soca Grckeseabue pen veganwse 7.00 
Atkins cross cut saws. Nos. 4, 5, 
8, 
OP TES Re ee eee ree $5.40 
BO Shs.) KNaes osie ee a aore see or es 6.00 
hl) Sp aR BRE ee ee eee 7.00 
{Cross cut saw handles: Per pr. 
eteeboksuseeueaberahs ras 30c. 
No. 10 SA Sle ihicds beew aah ee Oe 45c. 
Mh Ee ca ckenes ce sles eensanswess 32c. 


SKATES.—Stocks are being refilled for 
fall business and orders are only fair at 


this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 5 Union roller skates, $1.7 
No. 6, ~ 75; No. 4, $1.65; No. 130. 
$2.00: No. 130L, 


STEP LADDERS (PINE).—This item 
is selling well. 


STOVE PIPE AND ELBOWS.—Stove 
pipe is moving in nice volume. 
are being booked for fall delivery. 


WATER COOLERS.—Coolers are still 
very active. 





keys, 30c. per doz.; extra | 


10c. extra. 


Skate 
wheels, 


SOLDER.—Sales are holding up well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Half and half solder, 36c. per lb. 
Acid core solder (in 1 Ib. spools), 66c. 
per lb. Acid core solder (in 5 Ib. 
spools), 6lc. per lb. No. 4 babbitt, 
10c. per Ib. Anti-Friction babbitt, 
metal, 18c. per Ib. 


Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


4 ft., $1.20 each; 5 ft., $1.50 each: 
6 ft., $1.80 each; 8 ft., $2.40 each: 10 
ft., $3.50 each. 


Orders 


JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per 100 jts. 
29 gage 5 inch pipe.......... $12.0 
29 gage 6 inch pipe.......... 12.75 
29 gage 7 LS aes 15.00 
29 gage 7 x 6 inch pipe...... 16.00 
1 piece corrugated elbows, 30 
SG DB BG sdcccscssscecvcs 1.25 
1 piece corrugated elbows, 30 
IS SEs 650 5onnbens ees 35 
1 piece corrugated elbows, 30 
S'S eee 5 





JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Enameled galv. lined. 

Gal Per Doz 
Ee SS Ae oP ee Oe $22.70 
Bice Cek cnleWr ack os ee yhs Cavs 26.00 
Oc vusauacawsunetebanccine awe 28.50 
Bs cnwccues oSanpasensssceeens 36.00 
Ss ae eee ee ee 47.00 
| RP Dee ee ere 62.50 


| WIRE PRODUCTS.—The demand is 


fair and is being met with well filled 


stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Plain Smooth. Wire Black Galvanized 


age Per 100 lb. Per 100 Ib. 
SR Diced sta atsanece $3.50 $4.00 
on Sovcersoeukveriaaee 3.55 4.0 
| NS eae ee 3.60 4.10 
Re s.r ee. 3.65 4.15 
[D> Ace ceedaueasmerinls a4 4.45 
Beko sceuceceaeasesees 4.20 4.85 


Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.75; 
4-point heavy hog, $3.95. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446-124, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13 
$4.85; 2158, $5.50 

Steel Fence Posts.—‘‘T” galvanized 
5 ft., 55c. each; formed painted, 35c. 
each; “T’” galvanized, 6%-ft., 65c. 
each; formed painted, 45c. each: ‘*T’’ 
galvanized, 714-ft., 70c. each; formed 
painted, 50c. each; “T’’ galvanized, 
8-ft., 75c. each; formed painted, 55c. 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $8.00 per 100 sa. ft. 





August Sales Volume Unusually Good 
Report Cincinnati Jobbers 


CINCINNATI, Aug. 13.—While the demand for staple hardware 
articles is being maintained at a high level for August interest in 
summer merchandise is naturally slackening. 
ware jobbers report that the sales volume in staple goods is un- 
usually good for August and if the present volume is maintained 
throughout the month it is anticipated that the total sales record 
will compare favorably with both June and July. 

Although the demand for summer merchandise is naturally wan- 
ing, the decrease is not as sudden as in former years and may be 
characterized as tapering rather than dropping. A winter seasonal 
item however, is worthy of particular note at this time, because of 
its unusual activity and this is anti-freeze solutions. 
report that the volume of sales so far is well ahead of the total 
volume of business closed a year ago for this type of merchandise, 
and it is anticipated that a sales record will be made this year on 


this commodity. 


The continued firmness of the market is reflected in the steadiness 
No changes have been made the past two weeks. 


of prices. 


AUTOMOBILE ACCES SORIES.— 
Sales volume is good, although demand 
for seasonal items is showing signs of 


decreasing. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 

High Medium Low 

Grade Grade Grade 
BORE AO cisccsas $11.55 $7.40 $5.95 
oe, ee 12.45 8.25 6.60 
ss eae 13.65 9.85 er 
eee 14.15 10.25 8.40 
Sk ee 16.55 12.30 10.10 
BREED ccvccses 19.45 14.35 11.85 
PEED 2%ss6005 19.95 14.75 12.20 





Cincinnati Office of HARDWARE AGE. 


In fact, local hard- 


Local jobbers 


High Pressure Cords 





RES) ca csuces sds pad 4.50 
oe $10.10 $7. 50 5.25 
BOE: ods eens bos eh 0.90 8.90 
OS errr 14.20 i1'80 9.50 
SER sesanews 20.00 15.60 . 12.85 
Balloon Inner Tubes 
PREG SO oscscecs 1.50 $1.29 
SN ee 1.60 1.40 
pk ee 1.75 1.52 
eee 1.80 1.56 
BEEBE. G04 s00080 2.05 1.84 
ONE Peres 2.40 2.16 
ren 2.50 2.30 
High Pressure Tubes 
ot OEE ECS ‘ 0.90 
ree $1.40 1.19 


OAS han ssacaaes 1.60 1.41 
DE Scns ay See 1.70 1.49 
WORE sieenwciecs 1.80 1.56 


These prices subject to discount of 

7% per cent on tires and 10 per cent 
on tubes, 

Luggage Carrier.—Gate-type lug- 
gage carrier, light weight, 63c. each: 
58c. in lots of 10; gate-type luggage 
carrier, heavy. weight, 80c. each; 75c. 
in lots of 10; disappearing type lug- 
gage carrier, 65c. each; 60c. in lots 
o 
_ Polish.—HLF auto polish, % pint, 
50c.; 1 pt., $1; 1 qt., $1.50. 40 per 
cent off; Duco auto polish, 6 oz., 50c.; 
1 pt., $1; 1 qt., $1.50; 33% per cent off. 


BOLTS AND NUTS.—Demand is being 
maintained at a good rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list: rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
ae and tap nuts, 60 per cent 
off lis 


BOYS’ WAGONS.—This commodity is 
showing well in the current volume of 
sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound ae: 
497, $3. 75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


CROQUET SETS.—Retailers are indi- 
cating a lessening of interest in this 
item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10. 
six-ball sets, $1.65; No. 


A, eight-ball 
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set, $1.95: No. 3. eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


DENATURED ALCOHOL AND ANTI- 
FREEZE SOLUTIONS.—Business con- 
tinues unusually brisk. Total sales are 
far in excess of last year and demand 


continues strong. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lots, Tle. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November _ delivery 
there is an added charge of lc. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 

Eveready Prestone.—1¥% gal. cans, 4 
to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 
6 to case, broken cases, $3.80 a gal. 
full cases, $3.60 a gal.; % gal. cans, 
12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 

lvo.—In one gallon cans $1.85 a 
gal.; in 2 gallon cans, 3% gallons 
cans, 30 gallon and 50 gallon drums 
$1.80 a gal. 


BUILDERS’ HARDWARE.—Sales are 
in fair volume despite a decrease in 


building activity. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—314 in. old copper and dull 
brass butts, l4c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


FLASHLIGHT BATTERIES.—Demand 


for this commodity is being fairly well 
sustained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
pone small or large monocells, 6c. 
each, 


GALVANIZED SPRINKLERS.—A re- 
cession in sales volume is being noted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 
per doz.; 12 qt. sprinkling pots, $9.00 
per doz. 


GARDEN HOSE.—This is fairly active 


for this time of the year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Rubber Hose.—5 ply, % in., 5%c. 
er ft. in 50 ft. lengths for Leader 
rand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
¥% in., 500 ft. coils, 64%4c. per ft. 


HOSE ATTACHMENTS. — This is 
showing the usual seasonal tapering. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—Interest in this item is 
lagging. 


._ JSOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley all steel hose reels, $1.65 each. 

ICE CREAM FREEZERS.—Sales vol- 
ume is declining, as is usual in the 
middle of August. 














JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3. 38 each: 4 
qt., $4.13 each; 6 qt., $5.3 33 each; 8 aqt., 
$6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 aqt., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LANTERNS.—There is no change 
this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Hot Blast Lanterns. — Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
doz.; No. 2 Royal lanterns, $9.75 per 
doz. 

Cold Blast Lanterns —Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel-plated, $20 per 
doz.; Little Wizard, $8.50 per doz.: 


me 


Little Giant, $11 per doz.; No. 2 
Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 
Wagon Lanterns. — Junior Wagon 
with bull’s-eye lens, $17.25 per doz. 
Mill Lanterns. — Watchman’s mill 


lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns. —No. 15. $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.: No. 60, $9 each. 

Platform Lanterns. — Imperial, $15 
each; No. 1 Climax, $5.50 each No. 
2, $6 each Nos. and 2 Climax 
Nested, $11.50 each. 

Display Stand and Assortment 
Lanterns.—No. 26 display stand, $4 
each No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 
Note.—A special allowance of 25c. 
per doz. is made on shipments of 3 
doz. or more. 


LAWN MOWERS.—A noticeable de- 
cline in sales is being experienced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; 
14 in., $4.90 each; 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 16 
in. best grade, $11.25 each; 18 in., 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


MOPS.—A reasonably steady demand 
is noted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Betty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
| teal mop head No. 20, $4 per 
OZ. 


NAILS.—Demand is being fairly well 


sustained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.85 per keg. 


PYREX WARE.—This item is still sell- 
ing in good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, $1.17 
each, 

Oval Casseroles.—No. 632, $1 — 
No. 633, $1.17 each; No. 634, $1.3 
each. 

Round Pie Plates.— No. 206, 17c. 
each; No. 208, 50c. each: No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.—No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes. — No. 053, 
67c. each. 





n 








213, 17c. each; No. 212, 60c. each; No. 


214, $1 each. 





PAINT SUPPLIES.—Business is be- 


ing maintained in fair volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 68c. per gal.; white and red lead 
in 500 lb. kegs, 13%c. per lb.; less 10 
per cent. 


RADIO BATTERIES.—A sharp decline 


in demand is being noticed in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Net price Net price 





each, each 

less unit in unit 

Stock No. pkg. pkg. 
Super B bat., No. 2138. $3. 20 $2.97 
Super B bat., No. 22308 2. 2.06 
B batteries, No. 10308. 2. a 2.63 
B batteries, No. 23 1.88 1.75 
B batteries, No. 5 1.88 1.75 
B batteries, No. 2 1.31 1.22 
B batteries, No. 1.31 1.22 
C batteries, No. .38 .35 
A batteries, No. 6..... .40 .351 


Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Demand for tubes is 


quickening. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 
$2 each; MxX201A general purpose 
tubes, $1.25 each; MX201B general 


purpose tubes, $2.50 each: MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX1112A 


power amplifiers, $2.25 each; MXI71A, 
power amplifiers, $2.25 each: MX280 
full wave rectifiers, $3 each: MX281 
half wave rectifiers, $7.25 each: 
MX226 amplifiers, $1.75 each; MY227 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent on Arcturus and 
Eveready Raytheon tubes. 


ROLLER SKATES.—This item is dis- 


playing a weakening in demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$4.43 Pog pair; No. 181, $2.65 per pair; 
No $2.75 per pair; No. 185, $2.75 
per a No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIAL.—Business 
continuing at a fair rate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Roofing Paper.— Light, standard, 
85c.; medium standard, $1.00; heavy 
standard, $1.20; Light Holdfast, $1; 
Medium Holdfast, $1.35; Heavy Hold- 


fast, $1.60; K red and green slate 
surface, $1.80. 
Roofin 


eee .—Coal tar, refined, 
in barrel lots ec. per gal.; in half 
barrel lots, 28c. per gal.; coal “a 
crude, in barrel lots, 24c, per gal.; 
half barrel lots, 26c. per gal. 

ae Cement.—Liberty, elastic, 1 
Ib., 1216c.; in 5 lb. cans, 944c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb, cans, 12 cans to the 
box, 8%c. per Ib.; in 10 Ib. cans, 6 
cans to the box, 7%c. per Ib 


SCREWS.—This item 
good sale. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list: 
ga wire goods, 85, 20 and 5 off 
st. 


is showing 


ry 


Ss 



























































































46 HARDWARE AGE for AUGUST 15, 1929 





August Trade in Pittsburgh Slackens, but 
Early Fall Lines Begin Moving 


Pittsburgh Office of HARDWARE AGE. 


PITTSBURGH, Aug. 13.—Business thus far in August is not so 
good as July, but July was a somewhat better month than it usually 
is with some jobbers because of the lateness of spring and early 


summer trade. 


The two midsummer months are never expected to 


break records in volume and this year seems to be no exception. 
However, early fall lines are beginning to develop and increasing 
activity is reported in such articles as haying tools, scythes, rope, 


stove pipe and lanterns. 


Regular lines are holding up fairly well 


and there is still some call for screen wire products. 
Builders’ hardware continues rather dull and recent price reduc- 
tions in wire fence, barbed wire and nails did not prove a stimulus 


to business. 


No important price changes have been received by 


local jobbers in the last week, although linseed oil has again been 
advanced and is now quoted at 14c. per lb. in barrel lots. 


Signs of declining production are 
finally being noticed in the Pittsburgh 
district steel industry. Specifications 
on many products have been falling off 
gradually for several weeks and the 
backlogs of the smaller mills have been 
1educed to a point where current ton- 
nage releases no longer justify recent 
high operations. The larger companies, 
producing a full range of products, have 
not yet been affected, as they have a 
better opportunity to utilize full out- 
put by careful allocation of tonnage and 
may also take advantage of the lull in 
demand to build up badly depleted 
stocks of raw steel. 

Prices show mixed trends, with addi- 
tional weakness appearing in some lines 
while others have recovered from the 
softening tendencies mentioned two or 
three weeks ago. Wire nails have been 
reduced $2 a ton and are now quotable 
at $2.55 to $2.65 per 100 lb. Similar 
weakness has appeared in barbed wire. 
Galvanized sheets are also weaker and 
the 3.50c., Pittsburgh, price, which for- 
merly applied only on jobber business, 
has now been further extended in the 
trade. Other finishes of sheets have 
shown no further weakness and cold- 
rolled strip, which was sold under the 
present quoted market a short time 
ago, is now stronger. 

AUTOMOBILE TIRES AND TUBES. 
—Business is still quiet, although a few 
sellers report a fairly normal move- 
ment for this time of the year. Prices 
are holding. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. PITTSBURGH: 

wey: tires, 4 ply balloon type, 

29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50. 


$8.25: tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x ’5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10. 65; tubes, $1. 85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 


$2.05; af x 5.50, $12.65; tubes, $2.25. 
Same, 6 
$2.05; 30 x 
30 x 6.00, $16.15; 
6.00, $16. 65; 


ply, 31 x 5.25, $14.70; tubes, 
50, $16.05; tubes, $2.35; 
tubes, $2.25; 31 x 
tubes, $2.30; 32 x 6.00, 





$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 


Tire display racks, $10.00 each. 
Prices in all instances are each. 
BATTERIES.—There is a slightly bet- 
ter demand for flashlight batteries, but 

radio dry cell units are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Broken Unit 
Packages Pac on 
Cee ee $2.22 $2.06 
NS Serer 3.20 2.97 
oO SE eee 2.06 1.92 
Oe: eee es 2.80 
eS 1.32 1.14 
Se eer 42 .39 
SS ae errr 1.05 .97 
Oe | eee 1.40 1.30 
Oe ra ee 1.40 1.30 
Sara 1.92 
tee, NESE eee ry: 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. eac 
Flashlights.—No. 935, 6%4c. each: 
No. 950, 6%c.; No. 790, 13c.; No. 705, 
19%c.; No. 750, 13%c.; No. 791, 13c. 
No. 1661, 


Hot Shot.—No. 1461, $1.67; 
237. , 


BOLTS, NUTS AND RIVETS.—De- 
mand is confined largely to small lots, 
but movement is very satisfactory, even 
if not quite so heavy as was the case 
earlier in the year. Prices are well 
maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list, tire bolts, 60 and 10 per 
cent off list. 
Nuts.—All styles, 
list. 
Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 
BUILDERS’ HARDWARE.—Products 
listed under this classification are com- 
paratively sluggish, but some jobbers 
expect improvement in the early fall. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 re Sead pairs; 
3% x 3% in., $19; 4 x $30. 
Hinges.—Heavy ae 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., ~ 
extra heavy T, 6 in., $2.30 pe 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 


50 per cent off 


box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 





Hasps.—Hinges without screws, 
single dozen lots, 3 in., 65c. per doz.; 


in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 
MS, Sets.—Swinging hinges, 10 
, $3 per set, 


Lock Sets. —Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.: 
front door, $1.65. 


FARM TOOLS.—Demand for hay tools, 
scythes, corn knives and other agricul- 
tural products is gradually developing. 
However, more activity is expected later 
in the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; “eee forks, No. 84, 
$10.80 per ‘doz.; 72, $14.28; garden 
rakes, No. 014, $5. 64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes No. 
= $5.50 per doz. field hoes, $6 per 
Oz 


5 and 20, $7 
each. 


Hay Pulleys.—No. 111, $5.20 per 
doz.; No. 112, $5.20 per doz.; No. 
114, $5.20 per doz.; No. 118, $5.50 per 
doz.; No. 115, $4.60 per doz.; No. 116, 
$6 per doz.; No, 212, $4.80 per doz. 

Scythe Snaths.—No. 50, $13.50 per 
doz.; No. 105, $15 per doz. : No. R-4 
$12 per doz.; No. S-3, $12 per doz. 

Scythes.—Briar Edge, $12 per doz.; 
Golden Clipper, $16 per doz.; Lindsay 
Special Clipper, $18 per doz.; Lindsay 
Special Dutchman, $18 per doz.; 
Waldron, $25 per doz.; Beetle No. 
7473, $16 per doz.; Swan No. 46, $20 
per doz.; German No. 6473, $14 per 
doz.; Grain, $20 per doz.; Weed, $15 


Hay Carriers.—Nos. 


per doz.; Bush, $13.50 per doz. 

Corn Knives.—No. 3 Atkins, $3.50 
per doz.; No. 1 Atkins, $3 per doz.; 
No. 3 Clipper, $6 per doz.; No. 1 Clip- 
per, $2 per doz. 

Kraut Cutters—No. 672, $1.15 


each; No. 673, $1.35 each; No. 645, 


$2.75 each. 


LANTERNS.—Demand is gradually ex- 
panding. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.30 each; No. 327, 
$4.70 each. 

Kerosene Lanterns. — Monarch 
Clear, $8 per doz.; Monarch Ruby, $10 
per doz.; Junior Tin, $8.50 per doz.; 
Junior Brass, $15.75 per doz.: Little 
Wizard, $8.50 per doz.; D-Lite, $13 
jd doz.; Junior Wagon, $17.25 per 
oz. 


MISCELLANEOUS TOOLS.—The reg- 
ular steady demand for these products 
continues at unchanged prices. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
$25; 5 ft., $5.40; 5% ¢ ae 6 ft., $7. 

Electric Drills.—No. $24 each; 
No. 142, $32; No. 122, 1348: No. 562, 
$35. 20; No. 382, $41.60. 

Files. —Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises.—No. 43, $2 each; No. 
43%, $3; No. 44, $5. 


PAINTING SUPPLIES.—The painting 
season is just about at an end, but there 
is still a fair amount of business. Raw 
linseed oil in barrel lots has again been 
advanced and is now quoted at 14c. a 
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lb. White lead and turpentine are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. in 
100-Ib. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less on lots of a ton or more: 
turpentine, 64c. per gal., in barrel 
lots, raw linseed oil, 14c. per Ib. in 
barrel lots. 


ROPE.—Occasional activity is reported 
at the new prices announced last week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Plymouth manila rope, 24c. per lb., 
base for % in. and larger; New Zea- 
land manila rope, 18c. per lb., base 


for % _in. and larger; Sisal manila 
rope, 15c. per lb. base, for % in. and 
larger. These prices are subject to 


the usual advance on smaller sizes. 


SASH WEIGHTS.—Demand is negligi- 
ble, and prices are unchanged at $42 a 
ton, f.o.b. Pittsburgh. 


SCREEN WIRE.—Business is receding, 
but there is some movement of wire 
cloth and screen doors and windows. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 
$6.75. 

Screen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. 241, $18 per doz.; No. 288, $24; 
No. 457-G12, $22; No. 315-Bl14, $42. 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10 

Hardware Cloth.—24 in. x 48 in., 
No. 2, $4 per 100 sq. ft.; No. 3, $4.30; 
No. 4, $4.65; No. 6, $5: No. 8, $5.50. 

Poultry Netting.—Galvanized after 
weaving, 50 and 10 per cent off list. 


STOVE PIPE.—Fall demand is begin- 


ning to be felt, although activity has | 


not reached consequential proportions. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lustro stove pipe, 3-in. $6.75 per 
doz.; 4-in. $7.50 per doz.; 5-in. $9.00 
per doz.; 6-in. $10.50 per doz. 

Lustro stove pine elbows, 3-in. $4.50 
per doz.; 4-in, $5.25 per doz.: 5-in. 
$6.50 per doz.; 6-in. $7.75 per doz. 

WIRE PRODUCTS.—Weaker prices on 
barbed wire fence and nails have not 
developed additional business, and this 
line is fairly quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 





Fence Wire 





per 100 Ib. ‘ Annealed Galvanized 
No. 6 to 9 gage....$2 $3.35 
Ae oa. 5)0:5.04:k ees inie's eee 3.40 
ROE Lass cot esac earele OC 3.45 
PIG HEE: herdieninos cnasoe 3.05 3.55 
EE es ho neen ed wens 3.70 
PG BE keekcadsaiasses 3.90 
BOON ene CRs ap cikra wie Orhan t 4.20 
WCU RO) cao akin aveets wee tre f 4.40 
Barbed wire (per 80-rod spool): 
SOTRE GIES cdc cccccccseeceenus $2.89 
SSMOMIE TMG Libis. cnicnee sive nowes! @ 3.09 
Co MES oc oso ceawctees cence 2 3.34 
BaD GRIGIO ccccccssccsnssnionn. % 3.09 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods): 
DUET E cig oat sic: cce's <4-0. snl biereieincagee $39.80 
MNSEe Op eccddavrercsvuctnescede © 95.80 
POORE Eid ca ccs oececureess wasn aeee 
AEP Faas acct cieicsaesesases Kone 37.00 
PARSE ew tick vapavoe cece ee es Csnas 35.80 
et CeCe CT or ee re 49.20 
Poultry and rabbit (No. 14% gage): 
PNG, ROME oa ods eencéveanneaw ean ewe $36.50 
PGP PEON cick foc cs cieleies Se Catone eee 44.00 
EC SOON orice ois ctce.s baens aiaewe 49.50 
Smaller mesh: 
Dee HS Nias. = 0 hcw ciao: eras Vieleterecees $37.00 
IU MOMs aie edie ee catiess eee caan 44.50 
a nearer 
ING SEE. 55) vc beens cuemecsse newts 60.00 
Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 
5 . ceccsnes see a. ~~ auasceeas 
6% ft. .........80e.e8¢eR 38ce. each 
7 Marr ee 65c. each 40c. each 
i rrr ere ree rire 45c. each 
Bright nail, base, per keg, $2.90. 





Twin. Cities Report Fall Outlook Good— 
Later Crops Benefit by Rain 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, Aug.°13.—Harvesting and threshing is well under 


way in much of the territory tributary to the Twin Cities, 
While results are not all that were anticipated at 


the Northwest. 


in 


the first of the year, in most of the territory the crops are showing 


a fair yield at good prices. 


In much of the territory which has been 


suffering from drought, rains have aided the later crops and pas- 
tures, and merchants are looking forward to a very good fall busi- 


ness. 


During Twin Cities Market Week there were many merchants in 
cities from all over the Northwest, and the general opinion seemed 
to be that business would be well up to the average, if not above. 
Conditions on the whole are favorable for good business for the 


rest of the year. 


Prices are firm, showing no changes in the items covered by quo- 


tations in this letter. 


AXES.—Call for axes is steady, with 
fair volume. Dealers are beginning to 
place orders for their fall trade. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.—Demand shows a good mar- 
ket, with prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Yarriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BRADS.—Deliveries in this line are 
good, with prices unchanged. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wire brads in 25-lb. box at 75 per 
cent from lists. 
BUILDING PAPER.— 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Red rosin sized paper, all weights 


Sales are good, 


$2.76 cwt., and tarred felt paper, 
$2.80 cwt., net. 
CHAINS.—Demand is steady, with 


normal sales for this time of the year. 
Prices show no changes. 


JOBBERS’ wan vam < TO RE- 
TAILERS, 0.B. TWIN CITIES: 
Log chains, % x 14, $12.05; % x 14, 
$9.15; % x 14, $8.60; proof ag chain, 
¥% in., $10.30; % in., $7.40; % in., 


$6.85; %& in., $7.70 ewt., ‘net. 


CHURNS.—Call for churns continues 





good, with stocks ample. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Barrel type churns, 3314-5 per cent 
from lists. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Sales show a 
steady market, with ample stocks from 
which to draw. Prices are firm as 
quoted. 


* JOBBERS'’ or aa x TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves — 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6-in., $6. 40: conductor pipe, 3-in. in 
crates, not nested, $4.90; Pea $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; (4-in., $2.88 doz., net. 


FIELD FENCE.—Call is nominal at 
present, as full attention is being given 


harvest. Dealers expect increased de- 
mand in the fall. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26-in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 
FILES.—Call for files is steady, with 
good volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 
GALVANIZED WARE.—Garbage pails 
and cans continue to sell well, with 
other items in the line producing good 

volume. Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
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Standard, galvanized pails, 10-at., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-at., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 

GLASS AND PUTTY.—Sales are still 
light, with stocks graded accordingly by 
dealers. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Demand has been and 
still is very good. Stocks are heavily 
drawn on, and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Lawn hose, Manhattan, black, %- 
in., 500-ft., bales, $7.25; %-in., $8.50; 
-in., 50-ft. lengths, coupled, $7.75; 
nhattan, red, %-in., 500-ft. bales, 
$7.75; %-in., $9.00; ‘%-in., 50-ft. 
lengths, coupled, $8.05; Good Luck, 
5g-in., 6-ply, $9.00; Bull Dog, %-in., 
7-ply, $12.75 per 100-ft., net. 
LAWN MOWERS.—Demand is strong, 
with stocks still well assorted. Prices 
show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in., $17.85; 19-in., 
$19.95; Riverside, ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. 
MILK CANS.—Sales in this line con- 
tinue fairly good, having been slowed 
up by the dry weather. Prices show no 
changes. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal.; $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries are showing good 
volume. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 


POULTRY NETTING.—Call fer net- 
ting is normal, with prices uncltanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Poultry netting, hexagon mesh, 60 
per cent from lists. 


PYREX OVENWARE.— Dealers are 
preparing for the fall trade in oven- 
ware. Demand is steady, with fair vol- 
ume. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 





200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 
ROPE.—Call for rope is steady, with 
stocks ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 7-16 in. 
and larger, 24c.; % in. and smaller, 
25c.; best grade sisal, 1744c. lb. base. 
SANDPAPER.—Sale of this line is 
still good, with stocks well assorted. 
Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 
SASH CORD AND WEIGHTS.—Deliv- 
eries show a good volume, with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Sash cord, best grade, 65c. lb. base; 
second grade, 38c. ; third grade, 
* 27c. Ib. base net, and cast iron sash 
weights, $1.95 cwt., net. 
SCREWS.—There is a good volume of 
business in this line, with stocks well 
filled. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent: round 
head brass, 32% per cent from lists. 
SOLDER.—Deliveries are good, with 
prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Warranted half and half solder, 
31%4c. lb., and strictly half and half 
solder, 32%c. lb., in 100-lb. boxes, 
net. 
STEEL SHEETS.—Demand continues 
heavy, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net 
TIN.—Roofing tin is much in demand, 
with other kinds showing good volume. 
Prices have not changed. 
JOBBERS’ QUOTATIONS, TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 Ib. coating; IC, $14.75 box, net. 


WHEELBARROWS.—Sales are normal, 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 





Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Ameri- 
ean garden, $6.25 each, net. 


WINDOW VENTILATORS.—Dealers 
are placing their orders for fall and 
winter trade in this line. Prices show 
no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Contintental line: De - Fiekt - Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3. 75 per doz. NET. Continentai 
wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-94 49, $3. 15: No. 
V-959, $4.40: No. V-1537, $3.45; No. 
V-1549, $5.00 per doz. NET. Conti- 
nental metal frame “cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. _ 
$3.75; No. 1137, $3.45; No. 1145, $4.4 
No. 1437, $5.00, and’ No. 1445, 3566 
per doz. NET. 

Wurldsbest aoe No. 2, $1.75; 
No. 3, $2.00; $2.50; No. 5A, 
$3.00; No. 6A, NS. 00: No. 6B, $4.50; 
and 6C, $5.00. These are LIST prices 
per dozen and subject to a trade dis- 
count of 33% per cent. 


WIRE.—Call for fence wire is steady, 
though rather light at present. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Demand shows a shad- 
ing off, with stocks being kept accord- 
ingly. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire cloth, 12 x 12 mesh, black 
painted, $1.85, and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 

Bronze wire cloth, 14 x 14 mesh, 
$7.00 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Call for wrenches is 
fairly good, with prices showing no 


changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net, 

Snap - on Wrenches.—Radio and 
electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, $13.75: 
No. 202, Heavy Duty Sets, go4 No. 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.65: 8 in., $6.96; 
and 10 in. $8.64 doz., net. 


— 





July Commercial Failures Show 
Slight Gain 


July failures in number show only a 
slight increase over June and over July 
a year ago, but a number of bank sus- 
pensions in Florida swelled liabilities to 
the largest aggregate since January, 1924, 
when Western bank suspensions were a 
feature. 

The total number of failures, as report- 
ed to Bradstreet’s Journal for July, was 
1581, which marks an increase of 8.6 per 
cent over July a year ago and of 3.5 per 
cent over July, 1927, but a decrease of 
4.5 per cent from July, 1926. Liabilities 
totaled $102,093,490, which was 59 per cent 
in excess of June and three times those 





of July a year ago, while 14 per cent in 
excess of July, 1926. 

There were considerably more failures 
in the Southern group than in July a year 
ago, and slightly more than a year ago 
in the Central West, in the Northwest 
and in the Pacific Coast and mountain 
States, while there were slightly fewer in 
the Middle-Atlantic group and the same 
number in New England in July of both 
years. Liabilities were considerably heavier 
in the South and the Pacific Coast group, 
and slightly heavier in all other groups. 
For seven months of this year failures 
number 12,151 and liabilities aggregated 
$404,083,862, a decrease of 3.2 per cent 
in number, but an increase of 22.2 per cent 
in liabilities over a year ago. 





See $410,000,000 Total Sales 
for Sears, Roebuck & Co. 


Net sales for 1929 of Sears, Roebuck 
& Co., Inc., will be over $410,000,000, with 
net profits of approximately $35,000,000, 
it is estimated by Blumenthal Bros., mem- 
bers of the New York Stock Exchange. 
“Sears, Roebuck is not only the leading 
mail-order house in the country,” says the 
firm, “but also is rapidly becoming one of 
the largest chain store operators. In the 
past the growth and prosperity of the com- 
pany have been closely allied to the pros- 
perity of the rural communities, but are 
now no longer dependent on this class of 
trade.” 
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New England Retail Dealers Look Forward 
to Active Business This Fall 


(Boston office of HarpwArRE AGB) 


Boston, Aug. 13.—It is the between hay and grass season with 


the New England hardware trade. 
tions, putting their houses in order and in sales conferences. 


Jobbers are engrossed in vaca- 
Re- 


tailers, in a majority of cases, also have vacations on their minds, 
and, as a rule, are observing the Wednesday afternoon closing 


schedule. 
other words. 


amount of business being placed with jobbers. 


August is a month when business is usually quiet, 
Yet all is not vacation, as is attested by the surprising 


Most of this retail 


buying is for current needs, but it covers a wide variety of mer- 
chandise and in the aggregate is running ahead of last year. 
Retailers have just passed through a trying seven months, and 
with generally better results than anticipated. Early in 1929 
weather conditions were decidedly against retail sales, it being cold 


and rainy much of the time. 


New England jumped from such 


weather into hot dry conditions and retail sales materially improved. 
The retailer, however, was not only handicapped by backward spring 
business, but January and February business was well below average 


of recent years. 


The past four and possibly five months were re- 


munerative, however, and the credit situation in the hardware busi- 


ness unquestionably is better than it has been in some time. 


While 


the curve of prices for numerous merchandise carried by retailers 


is downward, reductions have been moderate. 


The stability of 


standard merchandise prices is reassuring, consequently the average 
retail dealer is looking forward to a comfortable business this fall 
and winter and expects to make some money. 





BEACH BALLS.— Jobbers’s weekly 
sales of beach balls so far this season 
have exceeded expectations, and current 
bookings, although of a filling-in nature, 
are quite satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Rubber Balls.—Return, white with 
elastic, 40c. per doz. net: Junior base- 
ball, 75c.; White Star, No. 8172, 40c.; 
No. 8386, $1.50; No. 8775, $7; White 
Star with stripe, 5 in., $3. 20; 6 in., 
$4; 7 in., $7; 8 in., $8; Fancy Star, 
3% in., $2; 6 in., $5.50: white educa- 
tional, No. 8480; oe enameled. No. 
8135, 80c.; No. 8400 ; No. 8600, $4. 
Miller giant beach, No. 3858, 69 in. 
circumference, $12 per doz. net. 


BOTTLES.—All kinds and makes of 
vacuum bottles have sold and are sell- 
ing better than retailers and jobbers 
anticipated. In reordering, retailers are 
cautious. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Bottles.—Steel shell, with folding 
handle, nested drinking cups, No. 
621, $12 per doz., net; No. 522, $20; 
No. 571, $16; No. 572, $24. 
shell, folding handle, nested cups, 
No 5191, $18; No. 5192, $28; No. 591, 
$20; No. 592, $30; No. 581, $22; No. 
582, $32. Half pints, for school kits, 
No. 70, steel, $12. Columbia, pint, 
$9; quart, $17.50. Assortments, util- 
ity pint, $7; utility quart, $11. Uni- 
versal, No. 1975, six pints and six 
quarts with free goods, $19.75 net. 

Fillers.—No. 00, $8 per doz. net; 


No. 01, $8; No. 02, $14. 
CORKS.—This being the time of year 
when housewives make pop beer and 
other cooling drinks there is a some- 
what better demand for corks. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 


Corks.—XX tapers. No. 5, 84c. 
per bag of 500; No. 6, 92c.; No. 7, $1; 
No. 8, $1.20; No 9, $1.50; No. 10, $1.68; 
No. 12, $1.96; 2.50; No. 16, 


4 14, 
$3.50; No. 18, $4. ‘Short No. 18, $3.20. 
ue —Straight, No. 11%4C, $6.90 per 
Corks.—Assortments, No. 7-20, $2.75 
per bag of 0. 
FIRE EXTINGUISHERS.—Certain re- 
tail dealers, taking advantage of the 
continued dry weather, are pushing 
sales of fire extinguishers with satisfac- 
tory results. 
JOBBERS’ ee eee. TO RE- 
TAILERS, F.O.B. BOSTO 
Fire Prlshaclshers --Gtantart 2% 
gal. containers, $9.60 each net; Buf- 
alo, 2% gal., soda and acid type, 


LIGHTNING ARRESTORS.—Although 
buying is not active, there is a broader 
market for lightning arrestors, particu- 
larly for the Sensory, No. 3107, 30c. 
each net type. 


LOCK SETS.—Jobbers intimate that 
the market for competitive lines of lock 
sets is more or less unsettled and that 
lower prices within the near future are 
indicated. 


LUNCH KITS.—Lunch kits have sold 
very well the past month, and current 
retail demand is of sizable proportions. 
Retailers are buying with a view to 
having a good assortment on hand 
rather than a large quantity of stock. 








and Winter 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Lunch Kits.—Thermos, No. 324, 
$1.88 each net; school, No. 124, $1.50; 
Columbia, No. 12011, $1.10; Uni- 
versal, No. 310, $22 ay Bt doz. net; No. 
420, $24; No, 295, $23.6 

Lunch Boxes. path onset $3 per doz. 
net; Handy-Andy, $6; Gilman, $2.75; 
folding, $4 


MOPS AND WRINGERS.—tThere is a 
steady, although not large, call for 
mops and wringers. 


JOBBERS’ oe aaron TO RE- 
TAILERS, F.O.B. BOSTO 

Mops.—Betty Bright ca wringing 
mop, No. 10, $8 per doz. net; Betty 
Bright mop cloth. No. 20, $4. 


PAILS.—Pails are moving out of job- 
bers’ stocks in surprisingly large num- 
bers for August. Jobbers say shipments 
are for both current and future retail 
needs. Wood as well as galvanized 
pails are being taken by retailers. 


JOBBERS’ a cone TO RE- 
TAILERS, F.O.B. BOSTO 


Pails.—Galvanized, 8 — "$2. 28 per 
doz. net; 10 qt., $2.54; 12 qt., $2.80; 
14 at., Heht, $3.11; 12 qt., heavy, 
$4.11; 14 qt heavy, $5.42; 14 at. 
extra heavy, $6.19. 

Pails —Wood, two hoop, clear, 
$4.12 per doz. net; 3-hoop, clear, 


$4.50; stable, iron hoops, $6.50; white 
cedar, galvanized hoops, $17. 


RUBBISH BURNERS.—Weather con- 
ditions are highly favorable for the sale 
of rubbish burners. One retailer says: 

“People know it is dry and dangerous 
to have fires without some protection. 
I constantly keep a rubbish burner in a 
window as a reminder they should buy 
one for safety sake. Our sales are sat- 
isfactory.” 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Rubbish Burners. —Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 

Covers, $2.12 per doz., net. 


SAW BLADES.—Certain manufactur- 
ers of wood saw blades are now fur- 
nishing same punched for both 30 in. 
and 32 in. frames. The retail dealer, 
therefore, has to carry one size blade 
instead of two, as heretofore. 


VISES.—A checkup by jobbers reveals 
the fact that sales of vises so far this 
year have run considerably ahead of 
those for the first seven months of 1928. 
The better business is generally at- 
tributed to the general activity of all 
kinds of shops. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTO 
Vises.—Machinists’, 20 tn r cent off 
the list; combination pipe types, 12% 
per cent off list. 
WINDOW WEIG is a 
small yet steady movement of window 
weights out of jobbers’ stocks and from 
foundry, despite the fact that home 
construction throughout New England 
is decreasing. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Window Weights. — From 
2\%c. per lb. 


From Foundry — Local 
$38 per ton. 





stock, 


shipment, 
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N. Y. Summer Trade Fairly 


Good—July 


Building Sets New Record 


New YorK, Aug. 13.—Summer business has been fairly well 
maintained in this wholesale hardware market. There has been 
but little evidence of any serious “summer slump” in this section. 
Of course there are always a few reports of poor business, but it 
is entirely safe to say that the average is most encouraging and 
places 1929 summer business ahead of the same period of last year. 

At the present time, current sales may be considered fairly sat- 
isfactory in practically all parts of this territory. Vacations have 
of course affected some business. There are few if any important 
price changes and the collection situation averages fair. 

July was apparently an excellent building month. The volume 
of construction contracts awarded in New York and northern New 
Jersey during last month was the highest July total on record and 
the second highest monthly total ever recorded in this district, 
according to the report of the F. W. Dodge Corp., which further. 
states that the volume of construction contracts amounted to $219,- 
884,400, representing an increase of more than 104 per cent over 
the preceding month and an increase of 60 per cent over July of 
last year. 

Included in this record July total were the following important 
classes of work: $73,206,000, or 32 per cent of the total for public 
works and utilities; $71,132,600, or 32 per cent, for residential 
buildings; $40,802,600, or 19 per cent, for commercial buildings; 
$12,471,200, or 6 per cent, for industrial buildings; and $10,227,- 
500, or 5 per cent, for educational buildings. 

Total contracts awarded in this district during the first seven 
months of this year amounted to $907,405,700, as compared with 
$1,071,398,600, the total for the corresponding period of 1928, a 
decrease of 15 per cent. 

Contemplated construction projects reported for this territory in 
July amounted to $92,903,200. This was a decrease of 47 per cent 
from July of last year and a decrease of 14 per cent from June, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 


Andirons black finish, $2.50 to $6 


per pair; black-brass balls, $7.50 to 
$9.75 per pair. Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 


per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set: Burnt. 
Ant. brass, $7.65 to $9 per set. 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 


each. 

Fire screens, black finish, $5.65 
each, Swedish, $8.65 each and Burnt 
Ant. Brass, $8.65 each. 


FRUIT PRESSES.—Trade is showing 
more interest in this line. Prices are 
not expected to change during the sea- 
son. Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 

Fruit crusher, galvanized steel hop- 
per, aluminum frame and_ with 
double roller, $10.00 each; same with 
fly wheel instead of crank, $11.25 
each. 

Fruit press, cast 
plunger, 3 qt. capacity, 
capacity, $4.50 each. 

Fruit presses, hardwood frame, oak 
tubs, etc., No. 0, plain tub, $6.00 
each; with hinged tub, from $7.50 to 
$18, according to size. 


GARAGE SETS.—Steady sale at firm 


prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 

Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 


JUVENILE VEHICLES.—Fairly ac- 
tive, with prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 


iron base and 
$3.60; 6 qt. 


1929. 


ASH SIFTERS. — Though still a bit 
early for much activity in this line, 
orders to date are considered fairly 
good. Prices are not likely to change 
during the season. 


wie gf tag TO RE- 
TAILERS. 0.B. New York: 

Rotary Bancee ash sifters, $24 
per dozen. 


BUTTS.—Demand is steady, with prices 
holding firmly, according to reports. 
Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 

Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 by 4, 24% cents per pair in less 
than case lots, and 23 cents per pair 
in case lots. 


BOLTS AND NUTS.—Normal demand 
for this season, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 
Carriage bolts and lag screws, % 
x 6 and smaller, 60 per cent off list. 
Larger, 50 and 10 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, 4% x 6 and smaller, 
60 off list; larger to 1 by 30, 50 and 10 
per cent off list; 14% to 1% in. diam- 
eter,, 30 and 10 per cent off list. 


Stepbolts, 50 per cent off list. 





CLOCKS.—The reopening of schools al- 
ways causes a healthy late August and 
early September demand for alarm 
clocks. The demand appears to be get- 
ting under way. Auto clocks have had 
a steady sale. Prices shown are repre- 
sentative and not expected to change. 
Local wholesale stocks are considered 
adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 


Alarm _ clocks; America, $1.05; 
America luminous, $1.58: Sleep-Meter, 
$1.40; Sleep-Meter, luminous, $2.10; 
Ben Hur, $1.76; Ben Hur luminous, 
$2.46; Big Ben, $2.29; Big Ben, lumi- 
nous, $3.16; Big Ben De Luxe, $2.64; 
Big Ben De Luxe, luminous, $3.52; 
Baby Ben, $2.29; Baby Ben, luminous. 
$3.16; Baby Ben Deluxe, (any finish) 
$2.64; Baby Ben, De Luxe, luminous, 


$3.52; Tiny Tim, (any finish) $1.50. 
Prices are each and net. 

Auto clocks, plain dial, $1.50 each 
luminous dial, $2.10 each, 

Watches, Pocket Ben, $1.05 each, 
luminous, $1.58 each. 





Extras, On alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more 5 per cent. 

FIREPLACE FURNITURE.—Becom- | 
ing more active, with prices unchanged. 
Local stocks are apparently adequate. 


Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each: No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each in lots of 
12 or more, 75¢e. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 1634c. each; Little Gem, 
314%4c. each; Little Jewel, 83%c. each; 
and Bissel Junior, $1. 3314 each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851. 
$7.80; No. 852, $8.15; No. 853, $9.70 
each. 

Sidewalk cycles, No. 900, $9.40: No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each: 
No. 751, $2.25, and No. 761, $3.25 each. 


LAMP CORD.—Very steady sale re- 
ported. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F. O. B., New York: 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a_ spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
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HARDWARE £ 
$10.75; 18 ga. 1/64 cotton single con- | Everedy 
ductor wire, white, brown, oak tan, cents each. 
white with marker, brown with Universa 
marker, and oak tan with marker, son set, 
500 ft. on a spool, $4.25; 18 ga. 1/32 


cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton, reinforced cord, 250 


tt. on a spool, $16.50; 18 ga. cotton JOBBERS’ QUOTATIONS TO RE- 
covered heater cord, 250 ft. on a | TAILERS. F.O.B. New York: 
spool, $16.50. | Roller skates, Union line, extension 
| web heel and toe straps, plain steel 
4 a - rolls, 72c. per pair; same with toe 
ee ee = with local clamps and web heel, 78c. per pair; 
rices apparent steady. same for boys with self-contained 
Pp pp y y bali bearing wheels, $1.42 per pair; 
JOBBERS’ QUOTATIONS TO RE- for girls, $1.62 per pair. 
TAILERS. F.O.B. New York: page skates accessories: Keys, 
: % a 2% each; skate wheels, with self- 
All prices on nails given here are contained ball bearings, 10c. each; 
— per keg, based > ig eaee ot ee ball bearings, 15c. per 100; axles, 3c. 
sommon wire nails, 3d, 40, 49, each; cotton pins, 15c. per 100; axle 
$4.35; 6d, $4.10; 8d, $3.95; 10d, $3.89; nuts, $1 per 100; axle nut washers, 
12d, $3. 85; 16d, $3.85; 20d, $3.70; 30d, 60c. per 100; adjustment binding bolt, 
$3.70; 40d, $3.70; 50d, $3.70; 60d. $3.70. 65c. per 100, and toe clamps, 12c. per 
Gaivanizea common wire nails, 4d, pair. 
$6.85; 6d, $6.60; 8d, $6.45; 10d, $6.35; Chieftain line, No. 400, for either 
20d, $6.20. ; bie an boys or girls, self-contained ball 
-, smooth wire box nails, 4d, $4.55; bearings, $1.45 per pair; Redskin line, 
5d, $4.55; 6d, $4.20; 8d, $4.05. Wire for boys or girls, 85c. per pair. 
lath nails, bright, 3d, $5.30; same Chicago line, No. 181, $2.65; No. 183, 
galv., P dong a blued, 3d, $5.50; $2.75; No 185, $2.75: No 101, $1.33; 
extra fine, 00. and Nos. 103 : “105 $1.38 per pair. 
Wire shingle nails, 3%44, galv.. and Nos. 103 and 105 $1.38 per pair. 
7.05. ee P j 
Wire Giiihine wale, belt, 32. ROOFING. Normal demand _ exists, 
$5.55; 4d, $5.05; 6d, $4.45; 8d, $4.20; with prices as shown. 
10d, $4.10; 20d, $4. 10. Same galv., 4d, ’ 
$7.55; 6d, $6.95; 8d, 6.70; 10d, $6.60. ne ee 


Seer . 2 ply, $1.57 and 3 ply, $1.84 per roll. 

PICKS, MATTOCKS, ETC, Moderate Major Slate Surfaced Roofing, Red, 

sale reported, with prices as shown. oes Blue-black, $1.93 and Green, 
’ . 1.93 per roll. 

7. Be RE Corporal Tale Surfaced Roofing, 


1 ply, 


5 to 6 Ibs. 64 cents: $1.39 per 


Railroad picks, 


6 to 7 lbs., 664% cents; 7 to 8 Ibs., Guard Roofi 

73c., and 9 lbs, 87%c. Prices are leap pormues 

net and each. Certain-Teed, 
Pick mattocks, 8 cents” each; ¥ KE 


short cutter mattocks, 73 cents each; 
long cutter mattocks, 76 cents each, 
grub hoes, 73 cents each. 
The above items in case lots will 
take a discount of 5 per cent. 
Woodwedges, 4 Ib., 5 Ibs., 


32 cents; 
39 cents; 6 lbs., 45 cents and 7 Ibs., 


Green, $2.1 
Slater's 


53 cents. Prices are each.and net. TAILERS. F.O.B. New York: 
Crowbars, 4 ft., 90 cents; 4% ft., Sas eee sa rey oa 
$1.14; 5 ft., $1. 52: 5% ft.. $1.86. Sash cord, Samson Spot, No. 7, 66c. ; 
Prices are each and net. No. 8, 65c.; feldt. Aetna, No. 7, 30c. 
Pinchbars, 2 ft., 44 cents: 2% ft., per Ib.; No. 8, 29c. per Ib. e Phoenix, 
50 cents; 3 ft., 65 cents. Prices are No. 7, 43, per Ib.; No. 8, 42c. per Ib. 


each and net. 


Prices are u 
PRESERVING EQUIPMENT. — De- 
mand shows some -increase and should 


mand continues. 


94 cents, 2 ply, 
roll. 


1 ply. 
Slate 


1 per roll. 
felt, 87 cen 


nchanged. 


bag and stand, 


preserving 
$1.95 per set. 
ROLLER SKATES.—Fairly good de- 
Prices appear steady. 


Roofing, Certain-Teed, 1 ply, 


$1.17 and 3 ply, 


, $1.03; 2 ply, 
$1.35 and 3 ply, $1.66 per 
Surface Roof- 
ing, Red, $2.11; Blue-Black, $2.11 and 


roll. 


ts per r 


SASH CORD.—Business is fair. 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE. 


SHOT.—Steady but not heavy demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 


50 


sea- 


$1.21; 


roll. 
Prices 





js n s ° ; in cas s $4.35 per 10( 

be very active at this time. Prices are} BB. Sfot_Jn case lots $4.35, per 100 

steady. 100 tubes; in 25-lb. bags, $3.90 per 

bag, and in 5-lb. bags, 90c. per bag 

te og oe ae TO RE- , 
TAILERS. F.O.B. New York: SCREWS.—Demand is moderate. Prices 

Mason jar caps, $3.00 per gross. are the same. 
Mason jar rubbers, 75 cents per gross, JOBBERS’ QUOTATIONS TO RE.- 


and in full case lots of 12 gross, $8.40 





TAILERS. F.O.B. New 


York: 


counts apply standard screw 
lists. 
Machine screws, 
head, brass, 60 per 
Iron, 60-7% per 


to new 


flat and round 
cent discount. 
cent discount. 


TIRES AND TUBES.—Prices are the 
same and demand is fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 










Mansfield tlres, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55 

* -70; 29 x 5.00, $9.90; tubes 
$1.75; 30 x 5.00, $10.20; tubes, $1.80 
ot. %. 8. 00, $10.65; tubes, 32 
5.00, 11.75; tubes, _ $1. 90; 5 
$11.10; tube Ss, ; 30 x 
tubes, $2.00; 5 .393 
$2.05; 29 x tubes, 

Same 6 ply 5.25, $14.70; 
$2.05; 30 x 5.50, 316. 05: tubes 
30 x 6.00, $16. 15; tubes, $2 : Sis 
6.00, $16.65; tubes, 2.30; 32 x 6.00, 
$16.95; tubes, 2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 


Prices in all instances are each. 


TRAPS, GAME.—Futures are fairly 
good. Demand likely to increase short- 


ly. 


Prices are not likely to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 

heig: game > ae No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70 and No. 2. 
$3.70. Prices are NET — DOZEN 

Victor jump traps, No. 0, $1.75; No. 
1, $2.00; No. 1%, phe No. =. 
$4.80. Prices are P D R DOZEN. 






$3.05, 
NET 


VENTILATORS.—Fairly good call at 


present time. 


WEATHER-STRIP. 
good at prices shown. 


Prices are as shown. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 


Continental ventilators, De-Felkt- 
Air (metal center), No. 63, $2.53; No. 
87, $2.80; No. 88, $4.00. and No. 117. 
$4.00. These prices are NET PER 
DOZEN. 

Continental wood frame ‘“s ntil: itors, 
No. 836, $2.15; No. 923 2,15; No. 
937, $2.35; No 949. $4. 00: ‘No. 959, 
$4.65; No. 1537, $3.65, and No. 1549, 
$5.35. These prices are NET PER 
DOZEN. 


Continental metal frame, cloth ven- 
tilators, No. 833, $2.65; No. 7, $3.00; i 
845, $4.00; No. 1137 $3.65; No. i 
1145, $4.65; No. 1437, $5.35, and No. 
1445, $6.00. _These prices are NET 
PER DOZEN 

Wurldsbest window ventilators, No. 
2, $1.75; No. 3, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No. 
$4.50, and No. 6C, $5.00. These prices 
are LIST EACH and subject to a 
dealer’s discount of 331% per cent. 








Futures fairly 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. New York: 

Weather-strip, Home Comfort, Ma- 
roon or white, $30 per thousand feet. 


per case. competitive grade, maroon, $16.50 per 

Crown bottle caps, in one gross Wood screws, flat head, bright iron, | thousand feet and white, $18 per 
packages, 16% cents per gross, and 41-10-10; round head, blue, 40-10-10: thousand feet. 
in bulk lots of 50 gross, 15% cents round head, iron, nickel plated, 27%- Felt weather-strip, 60 cents per car- 
per gross. 10-10; flat head, galvanized, 20-10-10: | ton. Wool weather-strip, No. 25, 80 

Everedy bottle capper, 70 cents flat head, brass, 32%-10-10; round } cents per carton and No. 75, $2.00 
each, head brass, 27%-10-10. These dis- | per carton, 

e ° . 
repare in August for Holiday Displays - 
OW is the time for all good hardware merchants Armistice Day, Thanksgiving and Christmas—are all 


to do some thinking about their holiday window dis- 


plays. 
moments for all. 


be many opportunities for special displays in your store 


windows. 


Hallowe’en, Fire Prevention 


arrangements ? 


Business may be slack and there are spare 


Why not plan NOW some of the preliminary 
Week, 


Within the weeks to come there will 


be used, 


occasions and opportunities 
model houses, landscapes, 
why not get at this work now, 
waiting until the busy rush of October 
comes to the store? 


If 


special signs and the like are 


for unusual displays. 


instead « 
and snes 


A few hours in August devoted 


November displays will be time well invested. 
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New (ata ogs and ‘Dealers’ Helps 


Available fans Leading Manufacturers 


ureka 
uum 
(Se;. 


New Vacuum Cleaner E 
Broadside Released Viae 


Cleaner 


Hamilton and Dewey Aves., Detroit, | 


Mich., has issued a broadside announc- 
ing a new model Eureka vacuum cleaner 
to sell at a special popular price. In the 
broadside are stated the advertising 
plans which the company has formed 
for the new product-.and the advantages 
of the item are set forth in full. 


Corbin Cabinet Lock 
Catalog 38 Published 


38 has recently 
been published 
by Corbin Cabinet Lock Co., New Brit- 
ain, Conn. This is a very complete 
catalog of more than 650 pages. In it 
are described and illustrated the com- 


pany’s line of cabinet locks, padlocks, | 


automobile locks, post office outfits and 
supplies, miscellaneous hardware, key 
blanks, suitcase locks and trimmings, as 
well as many other items which it man- 
ufactures. There is a great quantity of 
useful information in this book. 


Plomb Tool Co. A sixteen page 
16-page Catalog catalog, illustrating 

and describing a 
wide variety of tools for carpenters, 
tinners, plumbers, bricklayers and other 


mechanics, has been issued to the trade | 


by Plomb Tool Co., 2209 Sante Fe Ave., 
Los Angeles, Cal. A copy of this cata- 
log will be sent on request. 


Steelcraft Line An attractive line 
Catalog Available of all steel toys and 
juvenile vehicles is 
shown in the 1929 catalog of The Mur- 
ray Ohio Mfg. Co., 1115 East 152nd St., 
Cleveland, Ohio. In the vehicle line are 
found monoplanes, trucks, automobiles 
and hook and ladder cars. The pull 
teys include planes, autos, buses, steam 
shovels, etc. Coaster wagons, scooters 
and wheelbarrows in the company’s 
Steelcraft line are also described and 
illustrated in this book, which has been 
carefully compiled and printed. 


sinks Mig. Co., 


Binks Sprayer 


Catalog No. | 











many uses for Binks sprayers for wa- 
ter base paints, calsomines, whitewash, 
insecticides, etc. This catalog gives a 
most thorough explanation, by means 
of illustrations and descriptions, of the 
many applications for the company’s 
equipment. The catalog may be se- 
cured on request from Binks Mfg. Co. 


Colored Illustrations In its endeav- 
Feature Buck’s Book or to illustrate 

each stove, 
range or heater which it manufactures 
in its natural color finish, The Buck’s 
Stove & Range Co., St. Louis, Mo., has 
produced a beautiful and practical book 
Catalog No. 120. Concise descriptions 
and many new models add to the use- 
fulness of the book, which is dated May, 
1929, 


Nicholson File The full vari- 


1929 Catalog ety of files and 
rasps manufac- 
tured by Nicholson File Co., Provi- | 


dence, R. I., are presented in a most 
attractive manner in the company’s 
new 1929 catalog. This book is print- 
ed in color and is replete with detailed 
information concerning files and rasps. 
It will be found convenient for refer- 
ence and will prove most helpful to 
the trade in general. In addition to the 
many files and rasps which are de- 
scribed in detail and handsomely illus- 
trated, the company’s specialties are 
also shown. They include machinists’ 
scrapers, bent rifflers, surface file hold- 
file cleaners and spun _ ferruled 


ers, 
handles. 

New Dealer Helps The Premier 
for Spic-Span Cleaner V ac uu m 


Cleaner Co., 
Cleveland, Ohio, is furnishing dealers 
with die-cut printed reproductions of its 
Spic-Span electric cleaner, which have 
been designed for the dealer to hang on 
handles of parked automobiles, advising 
the owners that he sells the cleaner and 
tells briefly of the product’s advantages. 


| These printed cards are approximately 


Bulletin No. 12 3114 Carroll Avenue, | 


Chicago, I11.. has 


issued Bulletin No. 


12 covering the 


two-thirds the size of the Premier Spic- 











Span, which can be used for cleaning | 
| them on request from the Winchester 


car upholstery, furniture, draperies, 


tufted mattresses, etc. 


| 


Roper Issues Catalog No. 55 has 
New Catalog been issued recently by 

Geo. D. Roper Corp., 
Rockford, Ill., covering its various au- 
tomatic electric water systems. Shal- 
low well outfits, deep well pumps and 
an anti-freeze set length, in addition 
to much valuable and useful informa- 
tion are presented through descriptions 


| and illustrations. 


Welded Chain Convenient tables 
Booklet Issued of sizes, weights, 

number of links per 
foot and other useful information and 
suggestions on the use of welded chain 
are contained in a pamphlet which has 
just been issued by American Chain 
Co., Bridgeport, Conn. It is called, 
“Welded Chain—Its Uses and Abuses.” 
The information contained in this pam- 
phlet is well worth keeping for refer- 
ence. Copies of the booklet can be ob- 
tained without charge from the com- 
pany. 


Furnace Pipe Furnace pipe and fit- 
Catalog No. 29 tings, including stove 
pipe and elbows, are 
shown and described in the new Cata- 
log No. 29 published by Milwaukee 
Corrugating Co., Milwaukee, Wis. 
This reference book has been excellent- 
ly printed. Among the many items 
which it covers are wall pipe elbows, 
angles and offsets, wall pipe heads, 
double tin boots, furnace pipe acces- 
sories, baseboard registers and elbows. 
Installation diagrams and much general 
information are also provided. 


Winchester Idea The Winchester 
Booklet Available Idea, a new con- 

sumer booklet that 
ties up with the advertising campaign 
now being conducted by Winchester 
Repeating Arms” Co:,, New Haven, 
Conn., is an interesting summary of 
all products now being brought out by 
the company. 

This new booklet is featured in the 
company’s consumer advertising and 
readers are advised to obtain a copy of 
it from their local dealer. Dealers in- 
terested in receiving copies may obtain 


company. 
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For your guidance in buying loads 






for trapshooting 










Remington Pren 
TRAP LOAD " 













We receive reports almost every day from important trapshooting tournaments. 
These show what ammunition the contestants used. If you could glance over a 
few of them, you would realize that Remington Trap Loads and Shur Shot Shells 
are far in the lead as popular favorites. They are shot by a large percentage of 
the winners and of the rank and file shooters who follow the leaders. 






Space doesn’t permit a review of Remington’s clean-up this season in any detail. 
However, here are some of the high spots: Up to August Ist, Remington had won 
44. Trapshooting Championships. With 11 yet to be decided, Remington had won 
9 State Championships. 







The outstanding shooting of the year was done by Mr. C. B. Wells at the Kentucky 
State Shoot. He broke 449 x 450 targets from 16 yards, 95 x 100 doubles, 95 x 
100 from 24 yards, was High Over All, and had an unfinished run of 440 straight. 
Think what conclusive evidence this is of the absolute reliability and uniformity 
of Shur Shot Shells, which Mr. Wells shot! What a powerful influence the adver- 
tisements of this remarkable performance will exert upon trapshooters all over 
the country! 









Hardly less phenomenal was the shooting of J. J. Corkery, Jr., of Yonkers, N. Y., 
a 15-year old boy, who broke 98 x 100 from 20 yards with Shur Shot Shells in 
the annual Maplewood, N. H., Shoot. The high amateur in this Shoot was G. L. 
Osborn, Brookline, Mass., 720 x 750—Remington Trap Leads. 


The Remington 100-Straight Club is attracting wide attention among trapshooters, 
and its ever growing membership is demonstrating to the shooting world that 
Remington Trap Loads and Shur Shot Shells possess those qualities of speed, 
uniformity, and even pattern which make long runs possible. To become a member 
of this club, the shooters must break 100 or more targets without a miss at a 
regular scheduled shoot, score to be completed in one day. 











To dealers who handle ammunition these facts present a valuable guide in the 
purchase of shot gun shells for trapshooting. They suggest the wisdom of reduc- 
ing the investment and increasing turnover by concentrating on Remington Trap 
Loads and Shur Shot Shells. Your jobber can supply you. Don’t submit to 


substitution. 
af | ee Ts 


President 


REMINGTON ARMS COMPANY, Inc. 







The Originators of Kleanbore Ammunition . 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them 








Mother was entertaining company in 
the drawing-room when Betty clattered 
noisily down from the nursery. 

“Go upstairs again, and come down 
very quietly,” said her mother. 

A short pause followed, and Betty 
reappeared, saying: “You didn’t hear 
me this time, mother, did you?” 

“No,” replied her mother, “you came 
down without a sound, as every lady 
should, Betty.” 

“Humph!” returned 
down the banister !” 


slid 


getty, “I 





Father: “When | was your age, sun, 
I was glad to get any bread to eat.” 

Bright five-year-old: “You're much 
better off now that you are living with 
us, aren't you, Daddy?” 





“T don't like the looks of that mack- 
erel.” 

“Well, Madam, if it’s looks you're 
after, why don't you buy a goldfish?” 





First Collector: I have just acquired 
a stunning haircloth sofa. 

Second Collector: I guess you know 
now why your grandmother wore six 
petticoats. 

Lady to tramp: “Did you see that 
woodpile ?” 

Tramp: “Yes, I seen it.” 

Lady: “You should use better gram- 
mar and say, ‘I saw it’.” 

Tramp: “Yes, you saw me see it, but 
you ain't going to see me saw it.” 


A Scotch merchant was given a 10- 
cent (retail) cigar by a salesman. A 
year later, visiting Scotty again, the 
salesman was surprised that he should 
be remembered so enthusiastically, and 
so expressed himself. “Yes, I remem- 
ber you verra well,” said Scotty. “You 
gave me a cigar—'twas a _ gr-rand 
smoke. Why, even now I take a puff 
or two on it on the Sabbath.” 








THE BLUSHING BRIDE 


They tell of the blushing bride 
Who to the altar goes, 
Down the aisles of the church 
Between the friend-filled rows; 
There's Billy whom she motored with, 
And Bob with whom she swam; 
There’s Jack—she used to golf with 


him— 
And Steve who called her “lamb,” 
There’s Ted, the football man she 
owned, 
And Don of tennis days; 
There’s Herbert, too, and _ blond 


Eugene; 
They took her to the plays. 
And there is Harry, high school beau, 
On whom she had a crush 
No wonder she’s a blushing bride, 
Gee Whiz! She ought to blush! 


Near-sighted old lady: ‘Look, there’s 
a dear, old-fashioned girl. Her dress 
buttons all the way up the back.” 

Her daughter: ‘Nonsense, mother. 
That’s her backbone.” 


Mary had a little lamb, 
Given by a friend to keep. 

It followed her around until 
It died from loss of sleep. 


Willie: “Did Edison make the first 
talking machine, Pa?” 

Pa: “No, son; God made the first 
talking machine, but Edison made the 
first one that could be shut off.” 


Angry customer in a_ restaurant: 
“Hey, I’ve found a tack in this dough- 
nut !” 

Waiter: “Why, the ambitious little 
thing! It must think it’s a tire!” 


Ras (after a narrow escape at a rail- 
road crossing)—Whaffo yo’ blow yo’ 





ho’n. 
Tus—Boy, ‘at wa’nt my ho’n. 
was Gabriel’s. 


‘At ain’t gwine do yo’ no good. 


‘At 


A certain restaurant famous for its 
excellent cooking and bad service was 
patronized by a middle-aged man and 
his little son. 

They sat down at a table and picked 
up the menu. Having selected the 
dishes they fancied, the father looked 
around for a waiter, whilst his son en- 
deavored to assuage the pangs of 
hunger by devouring bread. 

At the end of five minutes’ steady 
munching the small boy had exhausted 
his supply of bread and his patience, 
too. 

“Daddie,” he said, clutching his 
father’s sleeve, “why don't you kick 
up a stink like you would at home?” 


The lawyer had returned home after 
an important case in which he had 
been defending a man charged with 
murder. 

“He 
lawyer. 

“Wonderful. 

“Insanity. 
had _ spent 
asylum.” 

“But he hadn’t, had he?” 

“Yes,” said the barrister, “he was a 
doctor there; but I saw no need to 
bring that fact out.” 


was acquitted,” beamed the 
On what grounds?” 
I proved that his father 


five years in a_ lunatic 


She: Did you get your letter at 
Harvard? 

He: Why, no. 
there? 


Did you write to me 


Wife—I took this recipe for this 
cake out of a cook book. 

Husband—You did perfectly right. 
It should never have been put in. 
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Inexpensive-- convenient 
always dependable 


R-W Door Dogs keep your garage doors from blow- 
List Price ing or swinging shut in the stormiest weather. No 
@5e per pair more sprung hinges, broken doors, bent fenders. 


Door Dogs grip instantly on any surface. They 


are tenacious as a bull pup—and as friendly. 


Door Dogs operate with your foot. Neat, smooth 
finish will not mar even a satin slipper. Nothing 
to catch in the clothing. Rust-proof! Attached in 


a jiffy with two simple screws. Sold everywhere. 





“Quality leaves | New York . . . - AURORA, ILLINOIS, U.S.A. . . . «~ Chicago 
sts tmprint Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha Seattle Detroit 

Montreal +» RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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be 
- 2 Yes Sir- 


Rule 


IS NOWA STAPLE, 
NO LONGER IS IT 
CONSIDERED ONLY 
A SPECIALTY/” 


‘SF 
This is the comment 
of a New York State Dealer 
who has sold Hardware 
» since Civil War Days. 








een nenss 


JhkeFARRAND 4 Moder Too 
Rapid Rule Moder Ga man 


The Farrand Rapid Rule has taken its place, like a 
watch, among neat and efficient measuring devices. Like 
a watch, it is accurate in performance, dignified in ap- 
pearance, and instantly available for use. Also as watches 
have become the standard for measuring time so have 
Farrand Rapid Rules become the standard for measur- 
ing space. 


The Farrand Rapid Rule is a continuous 
strip of high carbon steel, plated with either 
nickel or a special rust resistant metal, and 
coiled within a small holder about the size 
of a man’s watch. When released from the 
holder, the rule blade is rigid and can be used 
to measure vertical or horizontal surfaces. 
With slight pressure the rule ged ee 
flexible and will measure curved surfaces th / 
equal facility. Action of two brake handles EN DpJREANCE 
halts release of the rule blade at any desired 
point, or the blade may be removed entirely 
from the holder. No mechanism within the 
holder to get out of order. Rule blade is 
slightly concave, and is its own spring. It 
instantly projects itself from the holder when 
brake handles are pressed, and a push on the 
extended portion returns it quickly into the 
cup. 

Rule blades may be obtained in either of 
two finishes, nickel plated or plated with rust 
resistant metal. Steel blade is the same. 
Rust resistant blade recommended for out- 





door work where rule is exposed to rust and 
corrosive influences. 

Rule holder is made in two finishes: Model 
A, nickel plated highly polished by hand; or 
in plain brass of machine finish. Holders are 
identically the same with exception of finish. 

Rules, when purchased in dozen lots, come 
packed in neat display box, pictured above. 
Easel displays for window or counter aid in 


moving these rules rapidly. 
Distributed through wholesalers. 


bc | 
Manufactured by gas : 
. CONVENIE 
Hiram A. Farrand, Inc. OWN EMIENCE 


Berlin, N. H. 


CAn American 
Product — 
CAccurate and 

















Durable. FLEXIDILITY 





Captains—Executives— 


Housekeepers 
(Continued from page 29) 


try. I have known him for forty years. When I first 
knew him, he was starting his business on a shoestring. 
Now he is worth several millions. His business is in 
first class condition. His goods stand at the top in his 
line in the United States. I met this man just a week 
ago. He looks twenty years younger than his age. 

Now he has, and always has had, a peculiar way of 
doing business. His business is organized to run with- 
out him. In a year’s time I do not believe he is at home 
more than six months. The rest of the time he travels 
all over the United States. No, he is not a tourist. He 
is not traveling for pleasure. This man is traveling for 
information. I do not believe there is a better informed 
man in his particular line in his entire industry. 

When he visits New York he sits in his hotel room, 
telephones to the people he wishes to see, gives them a 
date and then he rests in an easy chair, smokes cigars 
and asks questions. This man is the living interrogation 
mark. When he has an idea of doing anything in his 
business, he starts out on a tour of investigation. He 
seeks everyone who can give him any information on 
the subject in which he is interested. When this man 
gets through asking questions, there is very little left to 
be said on the subject he has in hand. When he gets 
through posting up on a proposition, then sits down, 
analyzes his information and figures it out, I would back 
the accuracy and correctness of his judgment against 
any man in his line. 

All this leads up to a moral. What the heads of 
business in this country need more than anything else 
is time to think; that is, if they will devote their spare 
time when they get it to thinking about their business. 
Ho! Ho! Of course, when they get spare time, if they 
think about something else, then that is different. 

I know a great business which has recently come to 
grief. Why? Just because the people who started the 
business’ did not do enough thinking and enough re- 
search work. They took a lot of things for granted. 
Then when they got started and had thousands and thou- 
sands of dollars invested, they found that they were all 
wrong. They found they had to start all over again. 
Somebody will have to pay the freight. 

Having this experience in mind in a recent directors 
meeting, when the sales policy of a new company was 
being discussed, I sat silently listening to the discus- 
sions. Finally one of the directors spoke up and said, 
“This is a sales problem. You have some reputation 
in selling. What do you think of our sales plan?” I 
think I surprised my fellow directors by my reply. My 
answer was, “I am not thinking about your sales plan. 
What I am wondering is whether your goods are right. 
Are you absolutely sure these goods, which you will 
offer for sale, are right? I am not worrying at all about 
selling. If the goods are right, there will be no trouble 
selling them, but I am worrying and wondering about 
your product.” 

As a result a committee was appointed to make a fine- 
toothcomb investigation of the product and report at 
the next meeting of the directors, and then if the report 
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is favorable, the problem of selling will be given some 
consideration. 

So let us sum up the whole proposition. The main 
problem before manufacturers, first of all, is the quality 
and the acceptability of their product. The main prob- 
lem before jobbers ahead of all other problems is the 
character of service they are giving. The main problem 
before the retail dealers of the country is the selection 
of the right kind of goods and the proper presentation 
of these goods to the buying public. 


State and County Fairs 
(Continued from page 33) 


is a great medium for meeting farmers who are inter- 
ested in farm tools. We have had most successful dis- 
plays for the last few years.” 

There are only a few things which need to be watched 
in order to have an attractive and appealing exhibit of 
hardware and kindred products. Do not bring too much 
stock to the booth. Many are not large enough for 
people and merchandise—and since “the more people the 
merrier’’—be satisfied with a representative assortment. 
Display boards can be removed from wall cabinets and 
hung on the walls of the booth. Manufacturers’ helps, 
placards and display easels may be used to advantage. 


Don’t Neglect The Boys’ Camp 


Tool Business 
(Continued from page 27) 


worked out very well with us. Electric tools will fool 
you—there’s really a larger market for them than the 
most of us realize. 

“Time and labor saving devices were never more in 
demand than at present, especially in the manufacturing 
field. I was a little dubious about selling electric paint 
sprayers, but finally purchased a half-dozen. We have 
a good paint customer in a concern that manufactures 
incinerator chutes. They use the paint on the doors of 
the chutes and formerly they applied the paint by hand. 
Their foreman happened to drop in the day the electric 
sprayers were received and we succeeded in inducing 
him to try one of the machines on the work. We sold 
them four of the six sprayers the first day we had them 
in the store as a consequence. 

“One of our best outlets for hand carpenter tools are 
the boys’ summer camps. Groups of Chicago boys are 
brought together under various sponsorship in outdoor 
camps every summer in Wisconsin and Michigan. We 
have made it a point to get acquainted with their execu- 
tives and make a bid for their business in our line. 
You’d be surprised at some of the orders we receive 
from this source. They buy hammers, hand axes, hand 
saws, lanterns, rope, etc. in large quantities. It makes 
a profitable end of our business and is certainly worth 
cultivating. When you start to investigate the retail 


outlets for tools, you will find—mostly through over- 
sight, that the average dealer neglects some of the larg- 
We find new ones come to us every day. 


est users. 




















We couldn’t sell our 


“Our tools are all high grade. 








Fully Protected by Patents Pending 


It Sells as Quickly 


as it Cleans 


e e e 


The latest achievement in Steel Wool Products, 
Whiskette cleans and shines with surprising 
rapidity . . . metals and woods and hundreds of 
household and personal articles. The Whiskette 
Pad is treated to resist rust and it is not necessary 
for the user to touch steel wool. 


Whiskette covered with durable cloth, protects 
and keeps clean the most dainty hands. 


Whiskette has a hundred and more uses. It will 
even clean suede shoes, golf clubs, guns and type- 
writer type. Whiskette is the man’s and the 
housewife’s friend. Just what they have been 
looking for. Full directions for use are fastened 
to each Whiskette. 


Volume sales are assured as every household needs 
and can quickly use a full carton of 24 Whiskettes. 
Be the first in your city to stock and sell this new 
Household Cleaner packed in eye appealing cartons 
that arouse buyers’ interest. 


For sample, prices and information, write 


WHISKETTE MFG. CO. 
TERRE HILL PENNSYLVANIA 
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Every Year we have 
added improvements 


for FIFTY YEARS 


Refinements—advancement in lawn mower 
construction — exclusive features — make 
Blair Drawcut Mowers the type it pays to 


recommend to customers. 





AUTOMATIC, Style 11-5 


11 inch Wheels 

5 Drawcut Blades 

Fafnir Ball Bearings 
Dust-proof Oil Cups 

Sheffield Steel Stationary Knife 
Interchangeable Parts 


Remember that satisfied customers mean turnover and 
profits—Sell them a Blair. They know what the 
green label on the handle means—the finest lawn 
mower made—result of 50 years’ experience and care- 


ful workmanship. 


In addition to the Blair high-quality lines—Automatic, 
Universal, Pilgrim, Hercules—several other models 
are available which combine quality and low price. 


Write for catalog today. 
Blair Manufacturing Co. 


Established 1879 
Springfield, Mass. 


BLAIR 


LAWN MOWERS 




















class of trade a cheap tool of unknown make. Our cus- 
tomers make their living with their tools, and they must 
have the best procurable. The know the quality behind 
every well advertised brand of tools and they wouldn't 
accept substitutes, even if we encouraged it. As I said 
before, our trade in mechanics’ tools is as healthy as 
healthy as ever—probably more so in precision tools as 
manufacturers, as a rule, have established more rigid 
specifications in the machining of their products, with 
the last few years. This is responsible for a better 
demand in fine machinists’ tools, especially gages, 
calipers, indicators, etc. 

“We all know that if we expect to do a good tool 
business, we must first establish a contact with the people 
who use the tools. After we have developed the pros- 
pect—then we must be able to make delivery of the re- 
quired tool when he needs it, then we must ‘follow 
through’ to make sure the tool gives good service and 
satisfaction to the user. Put yourself in the customer's 
shoes and treat him like you would want to be treated. 
He then becomes a booster for your store among his 
fellow workers in the same trade and your store naturally 
acquires a large tool following. That’s the best advice I 
can offer.” 





Correct Grouping of Items 


(Continued from page 31) 


the idea, the correct way to merchandise space in this in- 
stance is at $3.00 per 1000 of circulation or 3.125 dollars 
times 16, which is $50. There is not space here to further 
explain this rule or its application to other sizes of cir- 
culation, but suffice it to say it has been developed by long 
and careful experiment and research and has been proved 
many hundreds of times. 

It is merely a rule to guard against putting too many 
prices in a single ad, for too many prices or too large a 
price total cuts down response. 

To simplify the rule, look at it this way: If one cus- 
tomer decided to buy one each of the eight items shown 
in this ad, she would have to pay only $50.04 for the 
eight or an average per item of $6.26. If a customer 
really did this, she would be impressed by the amount of 
quality goods she can buy at this hardware store, for $50. 
That is what makes good-will and what makes ads sell 
goods. Believe it or not, it’s a fact. 


A Hopeless Task 


\ peasant with a troubled conscience went to a monk for 
advice. He said he had circulated a vile story about a friend, 
only to find out the story was not true. “If you want to make 
peace with your conscience,” said the monk, “you must fill 
a bag with chicken down, go to every dooryard in the village, 
and drop in each one of them one fluffy feather.” The peasant 
did as he was told. Then he came back to the monk and an- 
nounced he had done pennance for his folly. “Not yet,” re- 
plied the monk. “Take your bag, go the rounds again, and 
gather up every feather that you have dropped.” “But the wind 
must have blown them all away,” said the peasant. “‘Yes, my 
son,” said the monk, “and so it is with gossip. Words are 
easily dropped, but no matter how hard you may try, you can 
never get them back again.” 
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Shapleigh’s “Aristocrats of the 
Hardware Business” 

Believing that many people seek class and exclusiveness when 
purchasing hardware, just as they want only the finest cloth 
for suits or coats, and realizing that there is always a very defi- 
nite market among those who constantly seek values and not 


| 
| 


price merchandise, The Shapleigh Hardware Co., St. Louis, Mo., | 





has placed on the market a new line of merchandise which it | 


considers superior to similar lines. 

“Aristocrats of the Hardware Business” has been selected as 
the name for this new grouping of goods. Foremost among the 
“Aristocrats” is the “Dianmond Edge” sport axe, a fit com- 
panion to a rod and gun. 





This axe is forged from high-grade tool steel, finished in 
lustrous black and has an artistic design deeply etched on the 
blade. The handle is of hickory and a waterproof leather thong 
assures a firm grip. A leather sheath can be furnished if de- 
sired. Six axes are packed in a box, three having the dog 
design on the head and three with the duck design. 

Another “Aristocrat” is the Shapleigh Sixty-fifth Anniversary 
axe, which is known as the “Classic.” It is made of high-grade 
materials, well finished and can be secured in either single or 
double bit patterns. The axe is packed one to a box. 


Jang! went the rifles at the maneuvers. 

“Oh,” screamed the pretty girl, a nice decorous surprised little 
She stepped backward into the arms of a young man. 
| beg 


scream. 
“Oh,” said she, blushing, “I was frightened by the rifles. 
your pardon.” 

“Not at all,” said the young man. 
the artillery.” 


“Let's go over and watch 


When You 
Want ‘Em 
Tight, Say 
“Reading | 


Reading Cut Nails are made for 





just one purpose—to grip tighter 
and to hold longer than any other 
type of nail! That is why Reading 
Cut Nails mean greater satisfaction 
and economy when used for roof- 
ing, sheathing, casing, flooring, 
and in the countless other places 
where superior durability and 


holding power are required. 


We'll be glad to place in your 





hands, without obligation, our 


these | 
-GRIP | 
NAILS | 


Theyll stay fight 
PERM NTLY 






attractive Cut Nail Sample 









Card, showing various sizes of 
Reading Cut Nails. Just fill 


out the coupon below. 









READING IRON COMPANY 


Reading, Pennsylvania 






Atlanta Houston 

Baltimore Pittsburgh 

Boston Tulsa 

Buffalo Seattle Pp = sigebte 
Chicago Los Angeles aan 

Cincinnati Cleveland 

Detroit San Francisco READI NG 
New York Philadelphia 

St. Louis New Orleans CuT NAI i) 
Fort Worth Kansas City 











! 
READING IRON COMPANY, Baer Building, Reading, Pa. ! 
Please send me your Reading Cut Nail Sample Card and catalog. 
1 
! 
| 
| 


Fe, Se oe 


Address 
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The Best is none too 
SHARK BRAND 


Manufactured 


tools appreciate 


tion. 
Butt Beveled 


SWEDISH “Made” 








SCANDINAVIAN 


a a | ennepin a. 304 we Exchengo Bids. 





CHISELS and GOUGES 


BEAR THIS TRADE MARK 





Trade Mark 


Beware of Imitations 


EB. A. Berg Manufacturing Co., 
Eskilstuna, Sweden 
SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
their 
quality because of their reputa- 


Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 

a full line of 


OOLS and HARDWARE 
Order from your jobber today, or write 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


good 


by 
Ltd. 


known 


Edge 


Coristine Bidg. 
Montreal, Can. 











Your trade 
the howl of 
Wolves of Lenox! 


—a familiar sound in the shops through- 


out your territory—the howl 


Wolves of Lenox. 


the 


of the 


Down thru gray iron, 


aluminum, steel or fibre with that high 


rye! cut of the quality tool. 


A ha 


profits—quick sales—and backed 


saw line that’s priced for dealer 


by a 


sales plan that assures immediate busi- 


ness. 
Have you read “The Story of the 
ot Lenox”? Your free copy is 
to be mailed. 


Wolves 
waiting 


“The Tools in the Plaid Box” 


AMERICAN SAW & Mrc. COMPANY 
Springfield, Mass. 


RELATE 
RRR RRR NRE 


7 SF SAA AAA AAV RARE 











Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 21, 22, 23, 24, 


1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Ave., New 
York City. 


ILLinots RetatL HARDWARE ASSOCIATION CONVEN- 
TION AND Exutpition, Hotel Sherman, Chicago, Feb. 11, 
12, 13, 1930. Paul M. Mulliken, managing director, 
Elgin. 

MicuiGAN Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exurpition, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at the Klingman Exhibition Building. A. J. 
Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missourt ReTarL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL HARDWARE ASSOCIATION OF THE UNITED 
StaTES CONVENTION, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim. George A. Fernley, secretary-treasurer, 505 Arch 
St., Philadelphia, Pa. 


NaTIONAL Retait HARDWARE ASSOCIATION CON- 
cress, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
Managing Director, 130 E. Washington St., Indian- 
apolis, Ind. 

Tuirp ANNUAL NaTIONAL House FuRNISHING Ex- 
HIBIT, Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, III. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New ENGLAND HaArpWarE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. 9, Boston, Mass. 

HARDWARE ASSOCIATION 
Feb. 11, 12, 13, 1930. 
Charles N. Barnes, 


NortH Dakota RETAIL 
CONVENTION AND EXHIBITION, 
Place of meeting to be decided later. 
secretary, Grand Forks. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssocIaTIOn, Inc., CONVENTION AND EXHIBITION, At- 
lantic City Auditorium, Atlantic City, N. J., Feb. 11, 12, 
13, 14, 1930. Sharon E. Jones, secretary, 610 Wesley 
Building, Philadelphia. 

South Daxota RetAaItL HarpWARE ASSOCIATION 
CoNVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 
Minn. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23. 
1930. H. J. Hodge, secretary, Abilene, Kan. 
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They Satisty— 


Brown & Sharpe Hair Clippers satisfy 
your customers as only the finest cutlery 
products can. Made to cut cleanly, 
with slight effort, these clippers serve 





reliably for years with few sharpenings. 





Known as “The Professional’s Clip- 
per’—a title earned through nearly a 
half-century of use by barbers and beau- 
ticians—Brown & Sharpe Clippers make 


satisfied customers and increase your 








profits. There is a style and size for 
every requirement. Send for our Hair 
Clipper Catalog. Brown & Sharpe Mfg. 
Co., Providence, R. I. 


Brown & Sharpe 


“The Professional’s Clipper” 














DONT HIRE SOMEONE ELSE 
TO MAKE SIGNS THAT 
YOU CAN MAKE 


Hundreds of dealers thought sign making was hard, until 
they tried a STENCILLOR. Now they’re more than SAT- 
ISFIED with the signs it makes—the money it saves—the 
business it brings. Learn more about the 


STENCILLOR 


DISPLAY MATERIAL COMPANY 
774 Grand Avenue, St. Paul, Minnesota 
Eastern Agents: Display Material Co., 99 Beekman St., New York, N. Y. 


Canadian Agents: Display Card Co., Ltd., 206 King St., West, Brockville, Ont. 
Central States Agents: Stencillor Sales-Supply Co., 361 W. Ontario St., Chicago, III. 




















Attach this coupon to your firm letterhead === 








Send to your nearest office— 





Yes, we want to know more about this Stencillor. 
Send complete information. 
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“CEM” 


Adjustable 
RADIATOR SHIELDS 


Two New Finishes 

“GEM” Adjustable Radiator Shields 
now include two new finishes—Walnut 
and Mahogahy Wood Grain—in addi- 
tion to the eon eee oad 4 

i e line. ‘ 
pushes eo ae an ae “GEM” Adjustable Radiator 
Shields to suit any scheme of interior —_- 
10 popular sizes adjustable to radiator top wi ths, 
6” to 13”; lengths, 11” to 65”. Retail at $5.00 
to $8.00. 


BEH & CO., 1140 Broadway, New York, N. Y. 
Buy from your jobber 





























pays. 


IVER JOHNSON 


Shot Guns, Rifles, and Revolvers se!l eas- 
ily and quickly, because they represent 
extraordinary value at a moderate price. 


Iver Johnson’s Arms & Cycle Works 

* Fitchburg, Mass. 
Chicago 

108 W. Lake St. 





New York 
151 Chambers St. 


San Francisco 
717 Market St. 














ARMSTRONG BROS. 








Line of Better Pipe Tools 
ACH is an improved tool so de- 
E signed and made as to embody the 
best features of its type and yet 
be free from the weaknesses which ex- 
haustive tests have exposed in other 
makes. 


The Open Side Vise in quick in action, 
convenient in operation and _ strongly 
built. The body is of Certified Mallea- 
ble Iron, the jaws tool steel, milled, 
treated, tempered and tested. 











Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 








a 





Starrett Steel 
Tape No. 


The ) 
most popular 


low priced 
tape is the @ 
Starrett No.§530 











The Measured Tread of 
Ordinary Men 


ISTORY turns frequently on the trembling of a 
leaf. The true destiny of empires is often con- 
cealed in events which seem trivial and commonplace. 
Nations have crumbled, not alone by earthquakes. Sand, 
seeping away slowly, has caused many a proud structure 
to totter. And the quiet song of dripping water has 
worn away many a huge boulder. 
But we live in the age of the loud speaker. We read 
only in headlines. Children talk of millions as easily as 
their fathers talked of dollars. And vast armies of men 


| are beginning to believe that the important thing is that 


which happens only with a thud and a roar. We have 
talked so much of “genius” and “‘master minds” that we 


| have left little room for the steady, dependable, ordinary 


men, who go on each day looking after the fires of civi- 


| lization. 


When Napoleon declared that a marshal’s baton rested 
in the knapsack of every soldier of France, he was think- 
ing, not of the blazing glory of sensational heroism, but 
of the steady, relentless power which comes from the 
measured tread of ordinary men. 


There Was a Time 

There was a time in our country when young men 
marched out to meet life with definite fundamentals. 
Success rested on a high mountain top toward which one 
climbed slowly and laboriously. It was out of the disci- 
pline, the training, the knowledge and strength he ac- 
quired in that climb, that he knew his turn would some 
day come. 

But today with billion-dollar mergers screaming in 
headlines—with flashing tales telling of millions made 
by men without work—young men look with suspicion 
on the old rules. “Short cuts to fame and fortune” is the 
new quackery, come to woo the workers in the fields of 
commerce. 

But before these young men buy the bright new pack- 
age it is well for them to ponder on some of the inex- 
orable laws of life. The great runner is not always the 
man who hurls his body forward with a violent pace un- 
der the glistening sun. Many a record has been shat- 
tered by the man who set his pace and held it. The 
record-breaking flights across ocean wastes are filled 
with inspiration and courage. But the quiet, day by day 
steady flying in storm, rain and sleet, will be the real 
groundwork for travel by air. 


The Silent Years Which Went Before 


The champion is not the man we see in action on the 
night of his flourishing victory. Inside of him is the 
real man, born out of the unseen years which went be- 
fore, in the steady, silent training, in the hardening and 
discipline, which prepared him for his victory. 

The work of the world is done, not by flashing genius 
but by millions of average every-day men. Out of their 
performance, out of their dependability, is the real hero- 
ism and romance of Life written. 

It is time to turn from the headlines. It is time to re- 
member that long after many a star has exploded, the 
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steady plodder comes home with the order. It is time 
to turn from the blare and trumpet of colossal deals and 
remember again the importance of every-day average 
men. In their hands is the future of the world and from 
their ranks will its true leaders come.—The Shaft. 


The Two Kinds of Selling 


A gigantic chain of cigar stores some time ago car- 
ried on an investigation among its store salesmen and 
discovered that most of the average clerk’s time was 
taken up by selling work of a purely routine nature. 

Operating under the theory that “no man should 
do what a machine can do just as well,” the company 
perfected an automatic cigarette vending machine that 
sells you a package of your favorite brand of cigarettes, 
calls out the slogan, and says “Thank you.” Clerks 
are still employed, but they are free to devote their 
time largely to the selling of goods on which profits 
are larger. 

Other industries and businesses are finding still dif- 
ferent means of cutting corners and eliminating waste 
motion. 

But all these methods are based on the same broad 
principle of slot-machine selling—the mechanization of 
routine processes. What will be the effect upon those 
who sell—whether manufacturers or jobbers or jobbers’ 
salesmen or retailers? Says one writer: “If the mer- 
chant or distributor is to perform only as a slot machine, 
the stern pressure of economic law can grant him only 
a slot machine remuneration.” 

No slot machine has yet been found (nor will it be 
found) to take the place of those who do real, aggres- 
sive selling. 

But the merchant whose complete selling talk con- 
sists of “What’ll you have?’”’, the salesman who confines 
his “selling” to the old question, “In the market for 
any of our stuff?’’, the jobber whose sales effort goes 
no farther than perfunctory visits to his trade and a 
souvenir calendar every December—all these will find 
themselves forced out of the race or else obliged to 
content themselves with slot-machine remuneration. 

This is truly an age in which ingenuity and initia- 
tive are at a premium. Everyone in the marketing 
scheme must in some way justify his existence. The 
business man who hitherto has been unenterprising and 
unenthusiastic and who has waited for orders to fall into 
his lap, still has plenty of opportunity to revise his 
selling practices and bring them up to date. But he 
must make use of that opportunity pretty promptly or 
lose his place in line—The Bull’s Eye. 


Experienced! 


“Now,” said the college man to his dad at the football 
game, “you'll see more excitement for two dollars than 
you ever saw before.” 

“T don’t know,” replied the old gent, “that’s what 
‘My marriage license cost me.” 


chimney, 2.94 Ibs.; 


without chimney, 





Attractive Dealer Franchises Are 
Open in Many Territories 


We have purchased all of the patterns, trade 
marks, copyrights, assets and goodwill of the 
Monitor Furnace Company of Cincinnati, Ohio, 
and will continue the manufacture of MONITOR 
and 


ds 


} ’ 2 } "i i 
A he 7 41 it 
{ vith Hasse thet i i) we Nhe) 


Furnaces both in the pipe and pipeless styles. An 
opportunity now presents itself for Dealers to se- 
cure attractive franchises in many territories. 





Repair orders for all late models, also all obsolete 
models of MONITOR and CALORIC Furnaces 
can be furnished. We are in possession of all 
original master and working patterns and are the 
only company authorized by the courts to furnish 
these parts. Castings made from the original 
patterns are the only kind that assure a perfect 
fit. 


Send all repair orders to 


MARSHALL FURNACE CO. 
MARSHALL, MICH. 











that is 
Out-Selling 












all others 
No. 201/7’’: Burn- 
ing time, 44 hours. 
Height, 15% in. in 








Weight, with 





EUROPE! / 
























2.27 lbs. Tinned. 


E famous Feuerhand 
(Firehand) Lantern— 
known all over Europe as 
the best hurricane lantern 
ever made—is destined to be 
the fastest-selling lantern in 
America. Customers quick- 
ly recognize the superior 
Feuerhand features. Feuerhand 
Lanterns havea thicker tin coating 
than any other make—are abso- 
lutely rust-proof. Storm-proof and 
shock-proof. One-piece oil con- 
tainer—guaranteed not to leak. Let 
Feuerhand—the finest 
and fastest-selling lan- 


tern on the market— 
" No. 260/10’: Burning 





increase your lantern 
profits. Write today 
for information about 
complete line of styles 
and sizes. A. H. Leh- 
mann & Co., Inc., 132 
Front Street, New York 











time, 20 hours. Height, 
13.4in. Weight, with 
chimney 2.64 Ibs.; with- 
out chimney, 2 Ibs. Tin- 
ned, gold- and copper- 
bronze finish. Extra large 
filling cap. 


FEVERHAND 


Manufactured by Hermann Nier, Beierfeld, Germany 
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bh is Attractive, Practical 
¥ Cupboard Catch ¥ 


“Sells on 


Sight” 
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Here’s a Cupboard Catch that has “it” 
—a catch that fills a long-felt need. It 
was designed to provide positive latch- 
ing for light doors and enhance their 
beauty. As soon as it was presented to 
FrantZ Dealers trial orders were fol- 
lowed immediately by re-orders and 
second re-orders. In a single month this 
new Catch leaped into popularity. 


As one FrantZ Dealer put it, “There are 
good, sound reasons for the ready ac- 
ceptance of the No. 330 Catch by my 
customers. Anyone can see them when 
| they examine a sample ‘d 





2. Beautifully Designed 


| 1. Simply Constructed 


} 3. Easily Installed 
| 4. Easily Operated 


These features, so readily seen on first in- 


















spection, are what make the No. 330 Cup- 
board Catch “sell 
on sight.” The 
fact that the 
Catch is moderate- 
ly priced makes it 
a quick - selling 
sensation. Write 
Dept. H-H 229 to- 
day for details of 
the special intro- 
ductory offer on 
the No. 330 Catch. 
Frantz Mfg. Co., 
Sterling, Ill. 











































Why Men 
Select the 








Cheney NAILER 


Here are 14 Big Reasons why your customers want the 
NAILER—a nail-holding, nail-placing Cheney Hammer: 


1. 
. A safety factor for nailing in precarious positions. 
. Gives longer reach in placing nails. 

. Saves time. 


@ 


10. 


11. 


12. 


13. 


14. 


NQUAWN 


Nail-holding device allows for one-hand nailing. 


Saves extra scaffolding. 


. Prevents injury to other hand. 
- Nail-holding device found only on _ well-known 


Cheney Hammer. 


- Nail-holding device an integral part of hammer— 


no attachments—no extra weight—doesn’t affect 
“hang.” 


. Every Bell Face and Plain Face Cheney Curved 


Claw Hammer in sizes of 16 oz. and over has the 
nail-holding device. No extra cost. 

Not a single good Cheney Hammer point has been 
sacrificed for nail-holding device—materials, “hang,”’ 
finish, all up to the Cheney high standard. 
Securely holds nails of practically any size. 

Nails quickly inserted, securely held and release 
themselves. 

Built to withstand soundest blows. 
often more than half drives nail. 
Fully guaranteed. 


First blow 


The Cheney NAILER is offered to the hardware trade ex- 
clusively. No Chain Store carries it. Display the NAILER. 
Men buy this handy hammer no matter how many ordi- 
nary ones they already own. Your own jobber can supply 


you. 
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When You Think Pruning Shears 


) po tngg 18 Different Styles of 
in Pruning Shears 


CRONK S Whether it be light shears for fine work, or big 


husky shears with wooden handles and extra 
heavy forged steel blades for heavy work, or 
small, slender shears for grape vines and trim- 
ming purposes, Cronk has them. 

The Cronk line of pruning shears is the most 
complete on the market, embracing a type for 
every pruning requirement. You can order 
these shears thru your jobber—or write to us 
for complete catalogue of our hardware line. 


We also make Potter & Swineford Products. 


CRONKS—WOOD HANDLE PRUNING SHEARS CRONK & CARRIER MFG. CO. 


Designed for extra heavy duty. Steel ferrule. Lock 
nut. Montour Falls, N. Y. 


No. 9 No. 10 No. 11 No. 12 
26” 26” 28” 36” 
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A Proposition 
Extraordinary 


ADGER Tires always have been a profitable 


proposition for any live dealer. 
























For in quality they are the equal of any other 
leading standard brand — in fact have some 
points of merit not found in most standard makes. 
And in price too, they are more than just com- 
petitive. The “Double-Duty Balloon” line for 
example, runs from 11% to 20% LOWER than 
competitive brands in the “Super” class. 


This in itself means GREATER PROFIT for 
the Dealer—the very thing he is in business for. 


But we go farther and offer new high- 
er Trade Discounts (as of July 1st) 
which means STILL MORE PROFIT 
to the Dealer selling BADGER TIRES. 


The Badger Proposition therefore is most at- 
tractive and profitable. Factory distribution is 
made through Jobbers exclusively. Dealers inter- 
ested write us for full particulars and name of 
nearest Jobber. 






eee 
(The Wholesale Distribut- 
The BADGER RUBBER WORKS, | iz: 2rr. On 
minenes MILWAUKEE, WISCONSIN oeamies it the Industry 

BADGER TIRES, TUBES, FAN BELTS, RADIATOR HOSE TIRE PLASTERS, REPAIR KITS, UNIVERSAL FLAPS, ETC. 
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The part preczszon plays 
in Hoover leadership 


One of the highly sensitive instruments which you will see in The 
Hoover Company Engineering Department is a delicate device for 
measuring the dynamic balance of the Agitator and the motor 
armature when operating at speed. Because of this instrument, 
The Hoover Cleaner achieves a perfection of balance which en- 


ables it to function with the beautiful precision of a fine watch. 


It has been said that The Hoover is built unnec- 
essarily well. Yet by building extraordinarily 
well The Hoover has maintained its leader- 
ship in the industry for over twenty years. 








The HOOVER 


It BEATS.-. as it Sweeps sit Cleans 


THE HOOVER COMPANY. NORTH CANTON, OHIO. The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ontario 
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Every Wired Building Means Electrical 


Appliance Sales 


O the retail hardware dealer 
who follows the trend of mod- 
ern building there is opening 
up an ever-widening avenue of sales 
for electrical appliances. Recent 
months have seen the shattering of 
all records for approved wiring of 
new buildings, where complete outlet 
systems are incorporated for the use 
of modern electrical appliances. 
Various constructive influences 
have been at work in developing this 
trend in building, and the retailer 
who is alive to his possibilities will 
get acquainted with the sources of 
information in his town, such as 
building permits, contractors, build- 
ers, architects and central stations. 
Information gained as to new build- 
ings will be valuable in telling him 
just how much prospective business 
will be available when the building 
is completed. New fans, radios, elec- 
tric cooking and refrigeration equip- 
ment, electric kitchen appliances that 
number into the dozens. 
Business buildings are also possi- 


Electrical Goods Section 


ble hunting ground for business. 
There are fans to be installed there 
as well as other electrical equipment 
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This chart indicates the great increase in 
wired buildings since the first of the year 


that is the hardware merchant’s le- 
gitimate merchandise, and frequently 
rutis into large amounts. It is not 
necessary to enumerate the many 
items here. Every merchant is fa- 
miliar with them but he should fully 
awaken to the great possibilities of 
this field. i 

The future is very encouraging 
for the hardware dealer who is keen 
to follow up his leads in this connec- 
tion, not only because of the increas- 
ing number of applications for build- 
ing permits, but also because of the 
public response to the modern idea 
in electrical equipment. 

This chart, from the Society of 
Electrical Development, Inc., New 
York City, indicates the tremendous 
increase in wired buildings since the 
first of the year. Has your sale of 
electrical equipment and appliances 
kept pace with this growth? If not, 
there is something wrong with your 
selling methods, as someone is get- 
ting the business which follows the 
completion of a wiring job. 
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HE average hardware dealer is 
| vemine up one of his most 

fertile fields for profit, when 
he neglects to show and sell a com- 
plete line of household electrical ap- 
pliances. We are all too prone to 
think of electricity as the good fairy 
that eliminates household drudgery 
or lightens the tasks in industries. 
We realize it works wonders as a 
labor saver but we fail to appreciate 
what a miracle worker it is for the 
hardware store cash register. For 
“sickly” annual sales volumes, house- 
hold electrical appliances, properly 
administered, have few equals as a 
tonic. 

A few years ago, when the popu- 
lar washing machines sold from ten 
to fifteen dollars and were propelled 
by “elbow grease” the hardware 
dealer was practically the sole pur- 
veyor. With the advent of electric 
washers many hardware merchants 


HIS | island 

show window 
is located at the 
entrance to the 
store of C. N. 
Frees Hardware 
Co., Maywood, 
Ill. It is used as 
a display place 
for small elec- 
trical appliances 
and is admirably 
suited to this 
purpose. 
Whether it is a 
fuse plug or a 
modern _refrig- 
erator this store 
is equipped to 
serve the cus- 

tomer 


failed to take advantage of the oppor- 
tunity. The relatively high unit 
price of electric washers offered pro- 
portionate profits and competition 





Household 
Appliances Work 


MIRACLES 


for the Hardware Man 


as well as for the 
HOUSEWIFE 


became keen from numerous sources. 
This army of competition made seri- 
ous inroads on the sales field for a 
time, but at present aggressive hard- 
ware dealers are making marked 
progress in firmly establishing the 
hardware store as the dominant out- 
let for laundry equipment and other 
electric household conveniences. Few 
articles are procurable which fit into 
the hardware line so perfectly, and 
enable a healthy sales volume to 
accrue so quickly. We want to cite 
the case of a merchant who has been 
in the hardware business fifteen 
years. Five years ago he didn’t have 
a major electrical appliance in his 
store. Today, electrical appliances 
form the major part of his business. 
His case is not offered as a criterion, 
yet it furnishes a record which any 
merchant, similarly situated, might 
well envy. Our principal thought is to 
offer conclusive proof that the hard- 
ware dealer who is not carrying 
major electrical appliances at pres- 
ent, can start from “scratch” and de- 
velop a very profitable business in the 
line. This merchant’s success has 
been so marked that he has become a 
recognized leader in the field and, 
as such, has been chosen to address 
hardware conventions on the subject 
“Major electrical appliances certain- 
ly deserve more emphasis and should 
be sold by every alert hardware 
dealer,” said C. N. Frees, of May- 
wood, Ill., when he was recently 
interviewed by a HARDWARE AGE 
representative. “It is my opinion,” 
he continued, “that many hardware 
dealers spend too much time talking 


This and another more pretentious store 

building were made possible largely by 

concentrating on productive specialties 
such as major electrical appliances 
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of keen price competition on small 
inconsequential items, when they 
could more profitably be talking elec- 
tric refrigerators, radio sets, washers 
or similar appliances.” 

“We have handled radio for several 
years. It worked out so well for us 
we have added other electrical spe- 
cialties from time to time. We put 
in electrical refrigerators a couple 
of years ago. Two years isn’t such 
a terribly long time, to build up a 
business in refrigerators. We only 
have around 26,000 people in May- 
vvood and have plenty of competition 
including the public utility company. 
Considering these factors, I think we 
have made a pretty good showing 
when we are able to say that we 
have sold over a hundred electric re- 
frigerators during the first six 
months of this year. The smallest 
size sells around $275 so it don’t take 
long for the sales to run into real 
money. Our quota for 1929 is 191 
refrigerators and we will probably 
exceed our quota a little.” 

“Our business in washers, ironers, 
vacuum cleaners and radio sets is 
in proportion, while our volume in 
table appliances and small electrical 
merchandise is all that could be de- 
sired. My advice to any hardware 
dealer who is thinking of getting 
into the household appliance line is 
to put in a complete line. I don’t 
consider it is a good idea to try to 
start with only one line—like radio, 
then add to it. Put in the whole line 
—then if business is a little dull in 
washers, radio or some other special- 
ty is bound to be active. We find the 
demand fluctuates, especially in laun- 
dry equipment. “The major factor 
in the progress Mr. Frees has made 
in specialty selling can be attributed,” 
he says, “to treating the customer 
right—giving them service and in 
every way endeavoring to make each 
purchaser an enthusiastic booster 
instead of a dissatisfied knocker. 
Most prospects or leads, indirectly 
come from your pleased customers,” 
he added. 

“We used church demonstrations 
to get started on refrigerators. I 
read where some other dealer had 
found the plan successful and decid- 
ed to give it a trial. At first we held 
them in the churches and we agreed 
to donate $10 to the church society, 
sponsoring the meeting. The only 
stipulation we made was that there 
must be at least thirty housewives 
present. The meetings went over in 
great shape and as soon as other 
churches heard of it they all were 
anxious to have a demonstration and 
get the $10. The meetings in the 
churches worked out so well, we 


Electrical Goods Section 
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This display occupies the most valuable space in the store—front center—between the 


two main entrances. 


Sixty per cent of the 


firm’s annual volume is attributed to 


major appliances in this display. 


thought they might be even more 
productive in the store. We cleared 
away a good size space upstairs and 
fixed it up with a little decoration, 
a platform and chairs, and adver- 
tised we would serve refreshments. 
They consisted of a frozen dessert 
and candy. We had several of the 
demonstrations in the store which 
were well attended. We sold quite a 
few electrical appliances on the spot 
and secured a number of live leads. 

“H. H. Martens, who is my partner 
in the refrigerator end of the busi- 
ness is an expert on refrigeration 


Radio sets move with less 


- 


eR 
Se oe 


“ Hlajestic 





and he made the only talk, aided by a 
chart supplied by the manufacturer. 
He is on the outside calling on pros- 
pects the most of the time. Very 
few refrigerators are sold for cash. 
We turn the paper over to a finance 
company and have never yet been 
called upon to reposess a refrigera- 
tor. 

“Radio is the easiest of all to sell. 
We have three makes. One is popu- 
lar priced, the second is medium in 
price, while the third is an expensive 
set. The best seller for us is a set 

(Continued on page 82) 


sales effort when given adequate display and advertising 
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Duplicates of Edison’s Original 
Incandescent Lamp 


This lamp sold at almost five times as much as the 100-watt of today, which gives 
76 times as much light at same current cost. 


EET the miracle of 1879, 
M Thomas Alva Edison’s first 

practical incandescent lamp 
—or at least a very close likeness of 
it; 

Thousands of these approximate 
replicas of the great inventor’s pio- 
neer lamp are being manufactured 
by the leading lamp makers of the 
country for distribution to lamp 
dealers, central stations, electric 
leagues and others throughout the 
land. 

This lamp, though quaint, will 
burn, and is to be used as part of 
countless window and counter dis- 
plays calling the world’s attention to 
the fact that this is the fiftieth an- 
niversary of Edison’s history-mak- 
ing discovery and that “Light’s 
Golden Jubilee,” celebrating the oc- 
casion, is everybody’s opportunity to 
participate in a world-wide expres- 
sion of gratitude to the greatest in- 
ventor of all time. 

It is expected that this facsimile, 
so unlike the modern inside frosted 
lamp of today, will arouse no end of 
curiosity in the public mind. 

Yet here is a lighting device quite 
the same in principle as the lamp that 
burns in your bridge lamp. Each 
has a high resistance filament, in a 
vacuum, in a glass chamber closed at 
all points by fusion; each has metal 
wires embedded in the glass to carry 
current through to the filament. 
But— 

Take its wide, rambling base of 
wood. How unlike the small metal- 
lic, threaded bases that fit any socket 
in your home. Take the conspicuous 
terminal posts. Note the almost 
comical tip atop this miracle of fifty 
years ago. Note the stubby glass 
neck and the almost spherical bulb. 
Portly, almost chubby—like a baby’s 
fist. How different from the smooth- 
flowing lines of, say, the 100-watt 
inside frosted lamp of 1929, giving 
76 times as much light for the same 
cost! 


From tip to toe the pioneer light- 
giver measures 7 inches. Its bulb 
is less than 214 inches wide. 

Although the differences within 
the lamp are not quite so apparent, 
nevertheless they are very marked. 
Instead of a concentrated and per- 
fectly coiled, drawn-tungsten fila- 
ment, such as you would see if you 
could look through the inside frost- 
ing of a modern lamp, a long, hair- 
like carbon thread serves as an in- 








Replica of Edison’s 
miracle lamp of 1879 











candescent burner in 
the replica. Although 
it consumes nearly 100 
watts of electricity, it 
gives only about one- 
eighth as much light as 
the modern lamp—a yel- 
low light similar to that 
of the setting sun. 

It is interesting to 
note that the first prac- 
tical incandescent lamp 
—the result of 13 
months of toil on the 
part of Edison — was 
even -a stranger speci- 
men than the replica as 
herein described. The 


original filament consisted of a fra- 
gile piece of carbon obtained by “‘fir- 
ing” cotton thread in a special high- 
temperature furnace. It was bent 
into horseshoe shape and connected 
to the leading-in wires by metal 
clamps. The leading-in wires were 
made of platinum. Obviously, an 
exact duplicate of this costly and 
fragile lamp if jarred in shipment 
would collapse. 

Hence, a special paste, instead of 
clamps, holds the replica filament in 
place. And this filament, by the way, 
is produced by squirting cellulose 
through a die after which it is baked 
and fired. So-called ‘“dumet” copper 
leading-in wires are used in place of 
the expensive platinum formerly 
employed. The metal terminal posts 
are provided with rubber instead of 
metal screws to avoid shocking him 
who might choose to connect the cir- 
cuit wires to light this “first prac- 
tical incandescent lamp.” 

This facsimile lamp will be sold at 
cost; namely, 90 cents. 

At present money rates, Edison’s 
first lamps would have sold for more 
than $2 each. Their actual price was 
$1.25. They gave the light of about 
16 candles and burned for 40 hours. 
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Automatie! 


—it sells itself 








AUTOMATIC 
TOASTER 


1. Delivers perfectly browned 
toast automatically—with the 
precision of clock work. 


2. Makes light, medium or dark 
brown toast, as desired—uni- 
formly and fast (a slice a 
minute ). 


3. Simple to use —slide bread 
into oven, press down a lever 
—that’s all. 


4. Empire Pattern Design of in- 
comparable beauty. 





$12.50 List 








5. Distinctive 
OU take no chances on the UNIVERSAL Auto- 
matic Toaster. Like all UNIVERSAL Products it 

is unconditionally guaranteed to satisfy your customers 

—your profits are assured! Its fetching appearance 

begins the sale and its superior performance soon closes 


it—a toaster that truly sells itself on its own merits. 





O d h h . bb ! URRENT remains on continuously between 
Trader t rougn your jo er: slices keeping oven always heated at tts 
most ideal toasting temperature—an exclusive 
feature made possible by the UNIVERSAL 
“sliding rack’? way of removing each piece 


ES | LANDERS, FRARY & CLARK oo tee wifey. 





New Britain, Connecticut 











ieee 
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WHEN YOU HAVE SERVICE WORK TO DO 





Take Some Lamps Along 


ARRY your extra profits along when 
you make a service call. Lamps. 
Nilco Lamps—regular frosted or decora- 











tive types. 
There’s half a dozen lamp sales in every 
call. Empty sockets, or fixtdres with 


A dead lamps. 






Nileo Lamp 
| Works, Inc. 
: Emporium, Pa. 


I’d like to get 
the rest of the \ 
story — prices and aa 
literature about 
Nilco Lamps. 









Ask Your Nilco Jobber 
How Nilco Profits Dealers 


NILCO LAMP WORKS, INC. 
EMPORIUM, PENNSYLVANIA 


And while you’re putting the lock on the 
door, or the guard on a youngster’s win- 
dow, show her the Nilco Decorative 
Lamps you brought for her to try. 

And your profit is trouble proofed, for 
Nilco Lamps are a long-living, long-profit 
product. 
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MAKES 
FRENCH 
“DRIP” 
COFFEE 


a 


COFFEE 
NEVER 
BOILS 


—_~ 


WATER 
PASSES 
THROUGH 
COFFEE 
ONLY ONCE 


ANNOUNCING 





PRICE 

ONLY 

$14.75 
COMPLETE 


a 


FAST 
BEAUTIFUL 
PRACTICAL 


—_— 


WASH IT 
IN WATER 
WITHOUT 

INJURY 


THE FIRST AND ONLY 
AUTOMATIC PERCOLATOR 


Makes the Finest Coffee Every Time—No Variation 
No Levers or Timing Mechanism—Yet Fully Automatic 


Here is Science’s answer to the Perfect Coffee—made 
Strong French Drip Coffee—never 


right at the table. 
bitter because it never boils. 


Its operation is simplicity itself. 
There are no levers to set—no tim- 
ing mechanism—no clocks. The 
amount of water poured into the 
water compartment determines the 
length of time the current is ON. 
Percolation starts in a minute. Six 
full cups of delicious “French 
Drip” coffee may be made in 16 


minutes. 


This Percolator consists of two 
parts; the base containing a closed 
type Chromalox heating element 
and the automatic switch ;—and the 
beautiful copper coffee percolator 
itself. Since there is no heating 


element in the percolator itself, 








Base showing Chromalox Heating Element 


you may wash it in water as you would any utensil. 
It is the most sanitary percolator made. 


PUT PEP IN SUMMER SALES 


Here at last is an appliance that 
sells on look 
alike to the New Armstrong Auto- 
To display it is 


sight. All months 
matic Percolator. 
to sell it—and what a wonderful 


window display it makes! 


Be the first in your city to cash in 
Like 


all Armstrong Appliances, this New 


on this great Profit-Maker. 


Percolator is sold through jobbers. 
If you don’t know the one nearest 
you, write us and we'll tell you 
his name. 


But don’t delay. Here is an appli- 
ance that will put new life in your 
business. 


THE ARMSTRONG ELECTRIC AND MANUFACTURING CORPORATION 
General Sales Offices: 522 Fifth Avenue, New York City 


Huntington, West Virginia 
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EON! 
What is it? Is it a man’s 
name? Will a neon sign help 


my business? Are there wires in 
neon tubes? Is a neon tube sign to 
be preferred over a lamp bulb elec- 
tric sign? What will it cost? 

These and many other questions 
arise in connection with neon tube 
signs—the most outstanding devel- 
opment in the history of the electric 
sign industry. Consequently, there 
will be answered in this article those 
guestions which are asked most fre- 
quently, so that the reader may ob- 
tain a general understanding of the 
very real value of this type of elec- 
trical advertising. 

It was in 1898—thirty-one years 
ago—that a new gas was discovered 
by Sir William Ramsay. He gave to 
this gas the name “Neon” (Neor. is 
the name of an element, as is hydro- 
gen, oxygen, etc.)—a Greek word 
meaning “new.” Soon afterward he 
discovered that when an electric cur- 
rent is passed through this gas 
sealed in a tube, a beautiful orange- 
red color results. 

Realizing the possibilities of his 
discovery from a commercial stand- 
point, the following year he asked 
Georges Claude, a Frenchman, to en- 
deavor to develop his discovery so 
that it might be utilized in this way. 
Georges Claude accepted Sir Ram- 
say’s proposal and, together with J. 
deBeaufort, worked with this new 
gas in his Paris laboratory, devising 





What, Why, When of 


The delicately colored, gas filled tubes giving a 
cold light are rapidly gaining favor 


By F. A. Orth 


Sign Division, Federal Electric Co. 


methods and devices for the practical 
use of neon. 

As a result, in 1914 the first neon 
commercial signs made their appear- 
ance in France. Today, many out- 
standing examples of the advertising 
value of neon light mark the thor- 
oughfares of Paris and other Euro- 
pean cities, as well as those of this 
country. 

What was, perhaps, the first neon 
sign erected in the United States 
was the Packard sign manufactured 
in Paris and brought to San Fran- 
cisco by Earl C. Anthony. It was 
placed on the home of Packard mo- 
tors in San Francisco in 1922. The 
sign read, “Packard Earl C. An- 
thony, Inc.” 

The word “Packard” predominated 
with “Earl C. Anthony, Inc.” direct- 
ly beneath in form of Mr. Anthony’s 
handwritten signature. The sign 
was 40 feet long and 20 feet high. 
Considerable interest was created by 
this unusual sign. , 

Since then, successful business 
men have been quick to realize the 
commercial value of neon tube signs 
as a real asset to business. Many 
hardware dealers who had not previ- 
ously entertained the idea of elec- 
trical advertising as embodied in the 
type of sign which derives its light- 
ing effect from electric lamps, imme- 
diately grasped the opportunity of- 
fered by neon. Since the appearance 
of the first neon sign in the United 
States, the growth of electrical ad- 
vertising in the neon field has been 
phenomenal; in the short period of 
seven years—1922 to 1929—numer- 
ous signs and ornamental designs 
have been erected throughout the 
country. 

Neon signs and ornaments may be 
used not only where other electrical 
display signs are adaptable, but in 


many other places as well. Trade 
marks and designs are accurately re- 
produced, inasmuch as the tubes can 
be bent to any desired shape. They 
may be erected where the electric 
lamp sign cannot be utilized. 

For example, the tower of the Col- 
iseum in London is outlined with red 
neon tubes. At night the tower 
stands out in beautiful relief against 
the black background of the sky and 
has caused unstinted admiration 
throughout London. This applica- 
tion of neon light to the Coliseum is 
typical of the various uses of neon. 
It may be used on buildings of 
unique architecture to serve as a bor- 
der for the windows, doorways, or 
even the entire building. 

It takes no stretch of the imagina- 
tion to visualize the beautiful effects 
which may be created in this way. 

Neon tubes do not have in them 
any wires of any kind. There is 
merely an electrode extending into 
the tube from each end for about 
two inches. The tube is filled with 
neon gas and when an electric cur- 
rent is passed into the tube, the gas 
conducts the electricity, giving off a 
color of a predetermined hue. Dif- 
ferent colored lights—yellow, green, 
blue, tan and violet—are obtained by 
the addition of certain gases, or the 
use of glass tubes of special compo- 
sition. 

Neon light has the greatest pene- 
tration of all lights. It is visible 
through a deeper fog than other 
lights. Because of this qualification, 
aeroplane routes from London to 
Paris, as well as the great field in 
Croydon, England, are marked with 
neon. 

It is also used on board ships to 
guard against collision, and is being 
adopted rapidly for this purpose 
throughout maritime Circles. 
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Neon Electric Signs 


More expensive to install but cheaper to maintain 
than other sorts of electric signs 


Another outstanding use of neon 
lights is in telephone exchanges and 
rooms where employees are working 
under artificial light. The lighting 
is continuous and eye-strain is en- 
tirely removed. Another very-much- 
to-be-desired factor peculiar to neon 
light is that it does not radiate heat. 
It is known as “cold light.” 

And it is because neon produces 
no heat that it is most welcome on 
the stage. Marvelous effects are be- 
ing obtained without the heat so ob- 
jectionable from high-wattage lamps. 

Still another application of neon 
is for the illumination of gardens 
and lawns, where most pleasing ef- 
fects may be developed. 

Neon signs for ornamental writ- 
ing are effective 24 hours a day. 
They may be illuminated-with equal 
-effect both day and night, regardless 
-of climatic conditions. Sunshine has 
little effect on their brilliancy or 
legibility. Their distinctive light al- 
-ways attracts attention. 

“But,” you ask, “will a neon elec- 
trical advertising display help my 
business? Will it pay?” And those 
-are fair questions. 

In answer it is interesting to ob- 
:serve that there are over a quarter 
-of a million electric display signs 
burning every night in this country, 
-and that millions of dollars are spent 
-each year by progressive merchants 
and manufacturers on electrica] ad- 
-vertising display signs. Hardheaded 
“business men who insist that proof 
-of forthcoming results be given with 
-each item calling for an appropria- 
tion in the annual budget, seem to 
-agree that electrical advertising does 
pay. 

An interesting example of the ef- 
fectiveness of electrical advertising 

«came to my attention only a few days 
ago. It is not closely associated with 
the hardware business, but I shall 
relate it because of its significance. 
I was talking to one of my business 
-associates, when he asked me: 
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“How can you prove, without a 
doubt, that electrical advertising 
pays? Of course you can tell me 
that millions of dollars annually are 
invested in electrical advertising and 
that an electric sign guides people 
into the store over which it is 
erected, but how can you prove that 
those people who go into a store hav- 
ing an electric sign would not go into 
that same store were there no sign 
erected there?” 

In reply, I asked him to see 
whether or not he could answer that 
question for himself—to prove from 


-his own experiences, that electrical 


advertising does pay. To help him 
along, I asked him to think back 
over his purchases during the last 
few days, determine what prompted 
him to buy in this or that particular 
store, and ascertain whether or not 
an electric sign influenced him in 
any way. 

“By George, you’re right,” he re- 
plied almost before I had finished. 
“I went out to buy some flowers the 
other day to send to a friend of mine 
in a hospital. I looked around for 
a sign, subconsciously, I now realize, 
saw one erected over a florist’s place 
of business and went there to buy 
those flowers.” 

And so it is. Consciously or sub- 
consciously, in the prospect’s mind, 
an electrical advertising display sign 
plays an important part in determin- 
ing for the prospect where he will 
buy. It reminds him of his needs 
and wants while he is on the buying 
path. 

During the day, your sign’s dis- 
tinctive lettering, background and 
design stand out in sharp contrast 
to the surroundings—compel atten- 
tion and action—bring people into 
your store to buy. At night it blazes 
your message to passers-by and tells 
them who you are, where you are and 
what you sell. .In addition, week af- 
ter week, month after month, people 
see your sign and become more and 





more conscious of your store and 
what you sell. Then, when they are 
in need of your merchandise, your 
sign’s message comes to mind and 
their wants are satisfied at your 
place of business. 

A point quite often overlooked by 
many hardware dealers is that the 
electric sign enables them to cash in 
on local or national advertising done 
by manufacturers. It is the connect- 
ing link between local or national ad- 
vertising and the dealer’s place of 
business. Magazine, newspaper, car- 
card and billboard advertising create 
in people the desire to buy, whereas 
electrical advertising tells them 
where to buy. 

The value of electrical advertising 
to the hardware retailer under these 
circumstances becomes at once ap- 
parent. Thousands of dollars are 
spent annually by manufacturers to 
advertise their product—to create in 
people the desire to buy the particu- 
lar product that they manufacture. 
People read these advertisements, de- 
cide to purchase, and start out on 
the buying path. The hardware re- 
tailer, having a sign erected over his 
place of business indicating that the 
product which that person is looking 
for may be found there, is the one 
who makes the sale. 

Many manufacturers, realizing the 
value of electrical advertising as a 
medium which enables them to en- 
joy greater returns on their national 

€Continued on page 85) 





N interesting feature of the 
N. E. L. A. Convention, 
held recently at Atlantic City to 
inaugurate the opening of 
Lights Golden Jubilee, was the 
color-lighted garden fence and 
trellis which was part of the 
Noma _  Color-light Display. 
Hidden in the shrubbery be- 
hind the fence, and in the vines 
of climbing roses which arched 
the trellis and the gate, were 
clusters of twinkling color- 
lamps. 

Another feature was the 
opening of the “Shower of 
Golden Lights’—the clusters of 
drooping color-lights which 
were attached to every electric 
light pole along the long board- 
walk. 145 small Noma Color- 
lights—all of them gold—were 
used in each cluster. 

The managers of Atlantic 
City have been asked to keep 
these clusters permanent: The 
garden with trellis is shown be- 
low. 
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Universa! 
Appliances 


HIS interesting window dis- 

play of Nilco lamps by 
Bunnel!-Stevens of  Wilkes- 
Barre, Pa., uses no “naked 
lamps.” The lighting source 
is entirey concealed, but none 
of the selling force of illumina- 
tion is lost. This extremely 
simple treatment made a very 
compelling display. 

The center window display on 
this page was used as a criterion 
for electrical appliance trims at 
the convention of the Interna- 
tional Association of Display 
Men, recently held in Chicago. 

Model window trims of a 
varied line of merchandise were 
used during the convention to 
enable the experts to get a 
clearer conception of the possi- 
bilities offered in the display of 
each line. 
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.. Never before such 
OTPOINT introduces a complete line of electrical 
appliances at the lowest prices in history. Never be- 


fore have Hotpoint dealers been able to offer such quality 
at prices so reasonably low—AND ALL WITH THE NAME on 
HOTPOINT. 
Some of the appliances are brand new, some are at re- a a 
duced prices—made to sell low only because of Hotpoint’s Hotpoint Appliances 
tremendous volume of electrical appliances. We are now 
producing over two million appliances a year. 
Announcement of this new line will be made in The 
Saturday Evening Post, September 14. Therefore order 
your stock of these new appliances at once. Get in touch 
with your Hotpoint distributor TODAY. 















Hotpoint 
Toaster 


$395 






Correctly designed to make de- 
liciousgolden brown toastfrom 
largest size loaf of bread. At- 
tractively finished in polished 
nickel that stays bright. 


























i Hotpoint 
a Percolator 
aime 
$R45 
Iron 8 

Designed for everyday 
$945 use where coffee deli- 
ciousness is of para- 


mount interest. Makes 
coffee by the Hotroint 
HOT-drip metho 
that extracts every bit 
of flavor. Equipped 
with patented Hot- 
point Calrod heating 
element—practically in- 
destructible. 


A waffle iron which gains its 
beautyfromits raresimplicity. 
Makes full-size waffle. Patent- 
ed Hotpoint Calrod Heating 
Elements—practically inde- 
structible. Has convenient 
toggle switch in the base. 






Hotpoint $595 
Heating Pad 5 
Convenient size pad equipped with Ther- 
mostat control and three-heat switch ex- 


actly like pads that sell for much more. 
Has soft, attractive cover. Size, 11 x 14 in. 


SERVANTS 


EDISON ELECTRIC APPLIANCE CO., Inc 

















= a 5644 West Taylor St. Chicago, Illinois 
Hotpoint Hedlite $495 A GENERAL ELECTRIC ORGANIZATION Hotpoint $ 3 95 
A nag eer aa Factories: Chicago, IIl. and Ontario, Calif. Model “R” Iron 
octor; with exterior finished i : d ch This is the iron with which Hotpuint built its great 
Aristook Gray. Portable, adjust- Chicago New York Boston Atlanta Clevelan arlotte reputation for quality. Greatly improved over the 
able, cool handle and ‘efiicient Kansas City Salt Lake City Seattle Portland Denver original. Of sturdy construction with ability to give 
: heating unit. Los Angeles San Francisco Dallas Ontario, California many years of satisfactory service. 
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Sells Radio Equipment to Dairy to Help 
Make Cows “Contented” 


interesting story about an un- 

usual application of radio 
equipment, which was used to in- 
crease milk production in a large 
dairy. H. W. Livingood, a _ local 
dealer, sold a Radiola and two loud 
speakers to the Detroit Creamery 
Co., who wished to provide music for 
its cows, believing they would relax 
their muscles with such treatment 
and thus give more freely of their 
milk. - The first experiment was ap- 
parently successful, as the order has 
been increased to include eight addi- 
tional loud speakers and a power 
amplifier, so that the radio music 
may be distributed to all of the 
creamery barns while the cows are 
being groomed and milked. 

Officials of the Detroit Creamery 
Co. have no statistics on increased 
milk production but are very enthu- 
siastic in predicting an increase. 
Mr. Livingood joined the large crowd 
which visited the Creamery when the 
cows were first submitted to a com- 
plete radio entertainment, with a 
loud speaker in every barn. He no- 


Pine Detroit, Mich., comes an 


ticed that in each barn all cows 
turned their heads toward the loud 
speakers and completely ignored the 
many visitors who crowded about the 
stalls. He found them truly ‘“con- 
tented” with the music on and noted 
that when the radio was shut off 
the cows became restless, tossed their 
heads and twitched their tails. A 
moment later the radio resumed and 
once more the cows settled down and 
became still and motionless. 

Discussing this demonstration with 
Creamery experts, Mr. Livingood 
learned that the cows’ reaction had 
continued just as he observed it on 
the first day. Chief Herdsman W. H. 
Porter is quoted as saying “We are 
not sure yet what kind of music the 
cows like best. They seem to like 
slow music, organs, waltzes and the 
human voice most. When the music 
is soft and low you will see the whole 
line of cows settling down and with 
every head turned toward the loud 
speaker. They chew their cuds and 
look as contented as possible.” 

In various agricultural schools the 
application of music in dairying has 


been carried on for some time, but 
to the best of our knowledge the ex- 
perience of the Detroit Creamery 
Co. with radio is the first example of 
a commercial dairy organization try- 
ing out the plan. 

While it is doubtful if the dairy 
companies will ever become impor- 
tant prospects for radio equipment, 
we believe that this story should in- 
terest hardware men handling radio. 
It gives them an appeal story to use 
in their selling talks and is sure to 
interest folks who live in a dairy 
country. Mr. Livingood has natur- 
ally received considerable publicity 
from his dairy radio installation. If 
you have a good sized dairy in your 
community, have a little talk with of- 
ficials. You may find an opportunity 
to sell an idea, sell some equipment 
and receive the benefits of the pub- 
licity which will follow. 

The picture on this page was taken 
during the first experiment with 
radio in the Detroit Creamery Co. 
The photo on the cover of this sec- 
tion, page 67, was taken outside of 
one of the barns of this company. 
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Yes, Washers 
Can be Sold in 
the Store 


ENRY BROWN, hardware 
H merchant, learns that Mrs. 

John Smith of 136 Poplar 
Street is ready to buy a washing 
machine and will be glad to consider 
the make he handles. He wants to 
make the sale, because the profit on 
a washing machine is worth while. 

There are several ways that 
Brown can learn this important fact. 
The information may have been 
gathered on one of his own frequent 
selling trips outside the store. Of 
course Brown, a merchant, does not 
go out ringing doorbells and asking 
people to buy, but he finds many ex- 
cuses for calling at the homes of his 
customers. He wants to know how 
the paint he sold a few days or 
weeks ago is doing. Perhaps Mrs. 
Smith redecorated several rooms. 
Brown wants to know if all was sat- 
isfactory. Or perhaps she was hav- 
ing a new chicken yard built and was 
in doubt as to the amount and kind 
of fencing to use. Of course, Brown 
dropped around to see the lay of the 
plot. 

Or perhaps his outside salesman 
or one of the store clerks reported 
on Mrs. Smith. Or maybe she an- 
swered a newspaper advertisement 
or returned the card sent out with 
the follow up mailing piece supplied 
by the washing machine maker. 
Then again, she may have seen the 
demonstrator machine on the sales- 
room floor. 

Brown, it must be remembered, 
has several methods of selling the 
higher priced items. It does not 
make for business merely to put one 
on the floor and wait for people to 
buy. People are used to being asked 
when it comes to spending $100 or 
more, and they naturally wait for 
the proper approach. 

Probably the information that 
came to Brown was not complete, so 
he calls Mrs. Smith by telephone 
and asks when it will be convenient 
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to deliver the machine. He then in- 
quires if she wants a demonstration. 
Would she like to come to the store 
and see how it works, where they 
can show her the various parts? Or 
would she be content with a home 
demonstration? Which is her wash- 
day, and would she rather have the 
demonstrator come that day and help 
her with the actual work? How far 
will the washer be used from a plug, 
so that the proper cord may be sent? 

Next Brown gives verbal and 
written instructions about the dem- 
onstration. He tells the clerk to have 
the machine unpacked, all bolts, nuts 
and screws looked over and examined 
and if they have come loose in ship- 
ping properly tightened; oil and 
grease looked after; the washer filled 
to the water line and operated for 
half an hour; then perfectly cleaned 
and polished and sent to Mrs. Smith’s 
home the day before the demonstra- 
tion. 

Brown dwells on the fact that he 
wants this washer put into this home 
with such a complete understanding 
of it that there will be no service 
calls. 

Brown got this idea of doing 
things when he bought his last auto- 
mobile. He had decided the kind, 
style and price automobile that he 
wanted and so one morning he went 
around to the store to get it. 

“Can’t do that, Henry,” said the 
dealer when he wanted to get in the 
car and ride away. “We do not put 
gas and oil in our cars when we 
place them on the floor, and before 
we can let you have the car we must 
go over it and tune it up. I can have 
it ready for you tomorrow. 

“You see, these cars leave the fac- 
tory after inspection and are likely 
held in storage for a while by the 
distributor. Then it is shipped to 
us. We polish up the outside but 





Neg . 


wait until the last moment to tune 
it up. You never can tell what peo- 
ple will do to a car on the salesfloor, 
especially if the battery is hooked 
up and the gas and oil are in it. 

“We insist that you get your car 
in the best condition, so we must 
have time to get it in working con- 
dition for you. Usually the cars 
reach us in excellent shape, but we 
must be sure.” 

Brown went on his errand that 
afternoon in the old car that he had 
planned to keep as an emergency car 
for store use and for the boys to use 
on fishing trips and the like. And 
as he drove this reliable old car, he 
reflected on what the automobile 
dealer had told him about putting 
the merchandise in good condition. 

As a result of this thinking, he 
had cleared a space near the water 
faucet in the store for the testroom 
of washing machines. He added a 
stationary tub so that a real demon- 
stration could be made at any time. 
Some machines had since been sold 
on store demonstrations, which con- 
sisted of washing dust cloths, some- 
times overalls and work aprons. On 
a bench nearby were tools for use in 
tightening bolts, nuts and screws. 
On a wall hanger was a piece of 
carpet that could be put on the floor 
for testing cleaners. And in cans 
were short ends of threads, flour and 
other materials for showing the 
pickup of cleaners. 

As he noted the activities in this 
“testing and demonstration” space, 
Brown was surprised to see how 
many articles the clerks took there 
to inspect. Smaller electric appli- 
ances, wheel goods and other items 
that are put together with bolts, nuts 
and screws. 

All of these testing and demon- 
stration activities tended to more 
and better sales. 
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Household Appliances Work Miracles 


retailing at around $200. We give 
our salesmen a commission for sell- 
ing a radio set regardless of the sell- 
ing price. One salesman earned 
enough commission on radio sales 
during the three months previous to 
Christmas to buy a $230 set for a 
Christmas present for his wife. We 
keep open Saturday night on account 
of the radio business and the ‘boys’ 
are after me to let them keep open 
two nights a week so we can even 
better our radio record. One thing 
we have found in radio that has 
helped us is to have a contract all 
made out and affixed to every set on 
the sales floor. The prospect can 


(Continued from page 71) 


see just what the proposition is in 
black and white—what he will have 
to pay down and how much every 
month for so many months. All the 
customer has to do is to sign on the 
dotted line and make the down pay- 
ment and the sale is completed. We 
sold about fifteen used radio sets on 
a recent local “dollar day” for a 
dollar each, less tubes and equip- 
ment. We figure we about broke 
even on them. I have always thought 
a dealer could dispose of his used 
sets very easily if he would load them 
up in a truck and install them in 
farm homes on trial. I think it 
would just be a matter of making a 


trip ten days later to get your money. 
I am going to give it a trial. 

“Radio and_ refrigerators are 
carrying the flag for us now but sales 
in the other specialties are not lag- 
ging. It is because they have a 
lower price per unit. When you 
have a complete line of electrical 
goods you establish your store more 
firmly with the customer as head- 
quarters for electrical merchandise. 
Then—whether he thinks of a fuse, 
plug or an electric refrigerator you 
are ready to serve him. Roughly, 
60 per cent of our sales volume is in 
electrical specialties and it is grow- 
ing larger every year.” 





New 


Sereen Grid Radiolas 


Two new Radio-Victor receiver mod- 
els are announced for the screen grid 
tubes. Both follow Radiola general de- 
sign. Model illustrated is the 44 and 





uses three screen grid tubes, two of 
which serve as radio frequency ampli- 
fiers and the third as power detector. 
Radiola 46 is a console type. Radiola- 
Victor Corp. of America, 233 Broad- 
way, New York City. 





Improved Sectional Switch Box 


A new and improved bushed clamp, 
No. 7B, differentiates the Gem X-5 sec- 
- gone switch box from the popular Gem 

box. 





This clamp is provided with bushed 
holes which protect the insulation of 
the wire and eliminate the need of ex- 
tra brass ferrules when metallic cable 
is used. Another feature of the clamp 
is the upright flange, which closes the 


Goods to Sell 


hole around the incoming cable to com- 
ply with the National Electrical Code. 
The clamp will hold the cable posi- 
tively and firmly in spite of pull and 
stress. Suitable for use with non- 
metallic sheathed cable, armored cable, 
or loom. Jefferson Electric Co., 1500 S. 
Laflin St., Chicago, Ill. 





Aitractive Ramona Heater 


Cool days will soon be here and with 
them will come a demand for electric 
heaters such as illustrated. It has a 
12-in. reflector which is finished in tar- 
nish-proof chrome plate. 

The heater has an attractive claw- 
foot base, an easily removed guard and 





is finished in green. It is also equipped 
with a focalipse 600-watt heating unit 
of high efficiency. The model shown is 
No. 119A51, known as The Ramona, 
says the manufacturer, Edison Electric 
Appliance Co., 5600 West Taylor St., 
Chicago, IIl. 


Two Simplex Radio Sets 


The chassis of the new screen grid 
Simplex radios are provided with the 
necessary jacks for readily connecting 
television apparatus to the sets, in an- 
ticipation of this rapidly developing 








feature. Particular attention has been 
paid to the cabinet designs of these 
new sets. The Highboy is of the Louis 
XVI period with matched overlays and 
disappearing doors. The Lowboy is de- 
signed for use in small homes or as an 
end table. Controlled volume is said to 
be assured with these Simplex sets, 
which have automatic voltage regula- 
tion and an illuminated dial, calibrated 
in kilocycles. Simplex Radio Co., San- 
dusky, Ohio. 
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A brand-new product bearing this name 
that has meant so much in the radio field. 
. . . Ray-O-Vac Radio Tubes! Every 
type, for every set-—and backed by Ray- 
O-Vac reputation. Ask your jobber. 


RAY-O-VAC 














RADIO TUBES. 








Confidence in PAampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


Lamp Co. 
140 Maple Si., DanVers 


Mass. 





“Licensed under the General Elec- 
tric Company’s I d Lamp 
Patents.” 





























| DEALERSHIPS should be made 
promptly to The Frederick Co., 
100 West Monroe Bldg. Chicago, IIl. 


A Maytag Product 
DESTINED to LEAD all WASHERS in its class. 











from 


cover 
° cover~ 


Every advertisement, story, edi- 
torial and mrarket report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself, 











Eiectrical Goods Section 
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dada 
AN ENORMOUS 


MARKET EXISTS 
FOR THE B-H 


RECTIFYING 
TUBE 


FOR “BY” ELIMINATORS ! 


“A 





Carton of four 
Eveready Raytheon B-H Tubes 


EVEREADY 
RAYTHEON B-H 


THE B-H tube is standard for more than 100 


makes of “B” powef units. Most units were 
designed for the B-H tube, and millions were 
sold in the past few years. When tube re- 
placements are necessary, your customers 
want B-H tubes. 

You can buy handy cartons of four Ever- 
eady Raytheon B-H Tubes. Always keep at 
least one full carton on hand. Tell your cus- 
tomers what a great improvement in recep- 
tion a new rectifying tube will make. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York 


San Francisco 
Unit. of Union Carbide HCE and Carbon Corporation 


~ EVEREADY | 





RAYTHEON _ 


Trade Marks 
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New Goods to Sell 


An Automatic Water Heater 


This new automatic water heater re- 
cently placed on the market has a 20- 
gallon tank for household use. A fea- 
ture is an adjustable automatic control. 
Three cut-on temperatures are pro- 
vided. When the snap switch is on any 


ee 


TE Ey 








of these positions, the water is kept at 
that temperature indefinitely. As quickly 
as some water is used, the thermostat 
automatically turris the current on for 
a few minutes, bringing the water back 
up to the temperature desired. “U” 
traps are provided in both hot and cold 
water lines to’ prevent recirculation of 
water and help maintain constant tem- 
perature. Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa. 


Leonard 1930 Refrigerators 


Many unusual features are combined 
in the new 1930 Leonard all-steel refrig- 
erator line. A safety signal, attached 
to the upper front of the cabinet gives 
at a glance the temperature inside food 








chambers. An automatic self-opening 
refrigerator door is an added conve- 
nience. A slight pressure of the foot on 
a small lever at the cabinet’s base, 
swings the door open. | 

In this Leonard line are frost-steel 
modeis with crackle surface in cream 
and green finishes; steel de luxe, with 
smooth white Duco finish dnd all-porce- 
lain—on steel models. Each model will 
maintain an average inside temperature 
of 50 degrees when properly iced under 
normal conditions, says the manufac- 
turer, Leonard Refrigerator Co., 1545 
Hyde Park, S. W., Grand Rapids, Mich. 


Waffle Iron Heat Indicator 


Universal waffle irons are now being 
manufactured with a heat. indicator 
which shows when the grids have at- 
tained the proper baking temperature. 





This indicator is a metal tongue hidden 
in a slot in the cover near the handle. 
As the grids are heated to the proper 
baking temperature, the metal tongue 
gradually projects until the word “Hot” 
is entirely disclosed. 

The waffle irons are packed one to a 
carton, three in a unit package. Each 
iron equipped with 6 ft. of heater cord. 





There is nothing to get out of order, 
no glass to break and no springs to 
weaken, says the manufacturer, Lan- 
ders, Frary & Clark, New Britain, 
Conn. 








Annual Crosley-Amrad Radio Dealers Convention for West Virginia, Eastern Ohio and Southwestern Pennsylvania territory 
held at Wheeling, W. Va., July 24, under the auspices of the Ort-Heikell Co., hardware jobbers and distzibutors of radio equip- 


ment. 


The program included a service school on the two radio lines, as well as interesting social features. 


tories with President W. F. Kennedy took charge of the activities. 


Experts from the fac- 
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Neon Electric Signs (Continued from page 77) 


advertising, go to hardware retailers 
with a proposition like this: 

“Mr. Retailer, you agree to handle 
our product for a certain number of 
years and we will pay part of the 
purchase price of an electric sign to 
be erected over your place of busi- 
ness. You may suggest the reading 
matter for the body of the sign. All 
that we ask is that you include on 
the sign the trade name of our prod- 
uct,’ 

Because painted signs need re- 
painting frequently, users of elec- 
trical advertising display signs are 
turning more and more each day to 
the vitreous enameled iron sign. This 
type of sign needs only an occasional 
washing with soap and water to keep 
it always as new in appearance as it 
is on the day it leaves the factory; 
does not fade or peel in hot weather; 
is impervious to heat, cold, rain-and 
snow, and never requires repainting 
of its faces. It is manufactured by 
all reputable sign manufacturers 
and is invariably recommended by 


them to the prospect because of its 
outstanding advantages over the 
painted type of sign. 

The purchase price of a vitreous 
enameled iron sign is slightly greater 
than that of a painted sign, but when 
the cost of repainting is added to 
original cost, the vitreous enameled 
iron sign is found to be cheaper in 
price in the long run. 

Most sign manufacturers have in 
the larger cities an experienced 
maintenance personnel which keeps 
their customers’ signs always in 
first-class condition. Weekly inspec- 
tions are made on payment of a rea- 
sonable service charge each month. 

And now for the question: “What 
should an electric sign say?” 

It should say, in effect, either “buy 
me” or “buy here,” or both. 

A “buy me” sign has on it words 
such as hardware, soda, or radio. It 
tells prospects what they may buy 


in the store it advertises. It is spe- 
cific. 
A “buy here” sign has on it the 


name of a company, a trade name, 
or a trade mark. It, too, tells pros- 
pects what they may buy in a store, 
but does it by carrying a name 
which, in the prospect’s mind, is as- 
sociated with specific merchandise. 
It is not specific. 

A sign which is specific—which 
has on it the name of merchandise 
being sold in a particular store—is 
usually more effective than a sign 
that carries only a company name or 
trade mark. 

Of course, if a company name or 
trade mark is so well known that it 
is instantly associated in the pros- 
pect’s mind with specific merchan- 
dise, then it is just as effective as a 
“buy me” sign. 

If the size of the sign permits, it 
is well to show on it both the type 
of merchandise which may be bought 
in the store it advertises and the 
name of the company. If in doubt 
as to which type of sign to choose, 
it is best to purchase a “buy me” 
sign. 












eo ‘Christmas and the. Holidays 
festive occasions and outdoor 





yell 


Baer ys 


lighting | 


SOLD BY 
JOBBERS 


Illustration shows 
portion of counter 
card to help the 
sale of Hygrade 
Colored Lamps. 





Flametint 








beauty to the home. 


EXTRA PROFIT 


HYGRADE COLORED LAMPS have graduated from holiday novelties to all-the-year-round 


merchandise, for women have begun to realize the possibilities in Colored Lamps for adding 


All of this means EXTRA PROFIT to the HYGRADE dealer, and the wise dealer is beginning 


now to build up his stock of Colored Lamps to meet the heavy demand which is sure to come 


this fall. 

















Licensed under General Electric Company’s Incandescent Lamp Patents 


Electrical Goods Section 
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It’s What’s Under the Finish That Counts 


Polish is often mistaken for intrinsic worth. It takes 
time to prove the difference. It’s what’s under the 
finish that counts. If the foundation is unsound the 


whole structure is weak. 


The construction of RW Bath Room Fixtures is 
a good example of the part quality plays.  RINGCe 
Bath Room Fixtures are made of highest quality mate- 
rials. 


The base is of Solid Brass, Heavily Nickel Plated. 
This everlasting material is an insurance against rust 
and an assurance of permanently satisfied customers. 


We also manufacture Furniture Trimmings, Uphol- 
sterers’ Nails, Eyelets, Grommets and Washers. 





No. 3738 


AMERICAN RING COMPANY 


INGC Waterbury Connecticut 


Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 


Bath Room Fixtures , Chicago—29 E. Madison St. 


















a ERS 4S 
=\Water Systems (2: 


In the selection of a water system for any home or farm 
many problems essential to user satisfaction bob up to be solved. 
This fact alone measures in no uncertain terms the real value a complete line 
of water systems like the Myers offers. Source and 
depth of water supply—volume of water to be used 
daily—power to be employed for operation—open 
tank, pressure tank or direct to the faucet service— 
not whims or fancies but basic necessities, call for 
more than one or two styles of water systems to 
meet them all successfully and profitably. That’s 
why we say to you with confidence “there is a de- 
pendable Myers Water System up to ten thousand 
gallons of water per hour that will meet depth, vol- 
ume, installation and power requirements as they 
should be met, giving those who sell them almost 
unlimited opportunities for sales and profits.” 




















Your inquiry will receive prompt attention. Write or wire. 


mF. E.MYERS & BRO.¢co. 


ASHLAND, OHIO. 


‘Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
IN UNLOADING TOOLS - BARN F FACTORY end © 
WATER Waren SYSTEMS HAT end RA! MINN UNLOA! DING Pools | BARN AS 


= tein . ; 
wore YE oS on 
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IDEAS 


forMakin Profits 


The Capper with 
the Never-Stretch 
Fost Ze 


The Everedy line is the 

= standard by which the value 

{ Aes. of all similar items are measured. No 

ae explanations or apologies are neces- 

= sary when your customers are offered 
the merchandise they favor. 





EVEREDY CAPPER No. 101-S 


The all-steel construction and thorough 
quality of this capper, with the “never 
stretch post,” has made it a National 
Favorite. Fitted with the new Everedy 
Crown Retaining Clip. $1.25. Other 
models for less. 


EVEREDY 
Double Duty Capper 
a No. 222 
Double, never stretch posts and double 
gears. Double racks and double spring- 
handle lifts. The powerful capper for 


22 hard work and long “runs.’”’ Specially 








equipped with the New  Everedy 
.S. 00 Crown Retaining Clip. $2.00. 
5290 _g CLIMAX 
: > CAPPER 
S No. 250 


This Everedy product 
meets all demands for 
a quality capper in 

the low price field. 
Many unusual fea 
tures found only 
in higher price 
cappers. S85c. 


EVEREDY 
Strainer Set 
No. 300 


This is the set which has 
made the _ Filtering and 
Straining of Beverages, Jel- 
lies, Catsups and Condiments 

a pleasure. Grommeted Filter 
Bag, Strainer Bag, and Nickeled 
Stand which fits any size vessel 
or crock; all in sanitary display 
carton, $1.25. 


EVEREDY 
Syphon Filter No. 400 


Fast syphoning and filtering at the 
same time with no slowing down on 
long runs. Improved Everedy Filter 
Float gives 50% more efficiency. Saves 
time, trouble and does a better job. 
Metallic Float, Stretcher Ring, Filter 
Disc and Hose Guide (hose not in- 
cluded) in attractive sanitary carton. 
$1.00. 


The EVEREDY COMPANY 
FREDERICK, MARYLAND 


Prices Slightly Higher in Far West 
an anada 



































From Pig Iron 
to Package 


We share responsibility with no 
one—we alone are answerable for 
our products. From pig iron to 
package Allith Hangers are under 
the watchful eyes of Allith officials. 
We mix the iron, mold it, anneal it; 
we machine, assemble, paint, pack 
the hangers—and we believe this 
is the reason for Allith success. 


There’s an Allith Hanger 
for Every Size Door 


Every one has reliability built in, 
so regretability stays out. Big 
hangers, little hangers; swivel 
hangers, rigid hangers; adjustable 
hangers, fixed hangers—hangers 
to carry all kinds of doors from 
show case to warehouse. 


Allith Catalog No. 97 tells the complete 
story. This book should be on the draw- 
ing board of every architect, the desk of 
every contractor and dealer, the work 
bench of every carpenter. It is the 
authoritative buying guide for every 
door hardware need. 


ALLITH-PROUTY COMPANY 


Danville, Illinois 


Manufacturers of 
Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
Spring Hinges Door Hangers 
Airport Door Hardware Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and 
Carage Door Hardware 
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THE TWO ARROWS 


point to improvements in this popular small 
door catch that are important in considering 
your source of supply. THE SPRING is extra 
heavy, to insure positive closing and durability. 
THE PLUNGER is extra long with a narrow 
nose, making for greater speed and accuracy in 
application, and sure but easy closing. 


OUR SPRINGS DO NOT BREAK 


LONG EXTRA 
PLUNGER HEAVY SPRING 


No. X1816 


Packed 3 doz. in a box, with screws. 
Steel, brass plated or nickel plated. 








Your orders are solicited. 
MADE BY 
THE BRAINERD MFG. CO. 


EAST ROCHESTER, N. Y. 








Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key num- 
bers 17 and 18 which hardware wholesalers handle “electrical 
household specialties” and ‘electrical supplies,’’ respectively. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer’s sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








Men Use It 


—because they like it 


EN like the quick, easy application 


5 with a hammer as the only tool. 
] They like the smoothness of this—the strongest flexi- 

‘ ble joint on earth. They like its ready adaptability 
to any type of service. The cost is trifling compared 
to the extra protection it gives the belt ends. ‘‘Never 

E> lets go.’’ Common sense tells them that the sec- 
cc wa "Sy tional steel rocker hinge pin will outlast any 
Zt "ARMER TO i other type of pin. Year after year sees larger 

eer quantities of all eleven sizes in use. 
Stock it in suitable sizes. 
See your jobber’s catalogue. 


FLEXIBLE STEEL LACING CO. 


4616 Lexington Street Chicago, U. S. A. 
In England at 135 Finsbury Pavement, London, E. C. 2 





Look for this famous Reg- 
es Trade ow 
stam on genuine - 
gator Steel Belt Lacing. 








| 3 
The suggestions offered 


in this issue of Hardware Age fer 
merchandising Electrical Goods. 
The live dealer can amplify his sales 
by prominently displaying these ar- 
ticles. 

Step up your sales by reading the 
electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 
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10 to 30% per pound in 
favor of ATLAS TACKS \ 


What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And remember—good, 
sharp, clean cut, correctly sized tacks are 
expensive to make. 








Or when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 








Either way, you can 
bank on Atlas tacks 
and small nails for 
quality, full count and 
full weight. 











ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 











A NEW LINE of 
R. MURPHY KNIVES 











Zs Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 


sturdy, practical qual- 





ity and service. 





= 


[STAINLESS KITCHEN KNIVES |, 


ROBERT MURPHY'S SONS ©9 AYER, MASS. E EST.1950 
The Latest Product of a house that has been making 
Knives for 79 years. They are in every way all you 
have a right to expect with such an experience. 
These R. MURPHY TEMPERITE Brand Kitchen Knives 
are 


STAINLESS STEEL 
—a bit more finished—a bit brighter—They hold their ~ Manufacturng Co ~ Manufacturng Co 


lustre—Wear like iron—Sell at popular prices. We offer 


STAINLESS GRAPE FRUIT Knives too. ERIE. PENNS Y LVANIA 


Get particulars on this NEW line—remembering also the 














line which has been standard for 79 years. vanch Offices 
R. MURPHY’S STAY SHARP KNIVES Now York, 45 Warren St. 
Robert Murphy’s Sons Co., Ayer, Mass., Est. 1850 soneee*. 53 W. Rendoleh St. 











San Francisco, 703 Market St. 
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THE OPENING 
To BETTERHEALT 








—opens the way to 
Better Profit! 


OMEN are quick to ap- 
preciate the health fea- 
tures of V-W Ventilators 
because they stop dirt, rain, 
snow and drafts with the pat- 
ented “R”-shaped vertical 
louvers. : 
Every housewife is a logical prospect. 
Every prospect means assured profit. 
Investigate this 
big profit-maker! 


Write today for 
complete details! 


THE V W VENTILATOR CO. 
ae 2892 A. I. U. Building 
Columbus, Ohio 





No Clogged Spouts 


When you tell a customer that a 
Lidseen Force-Feed Oiler will force 
the oil out and never clog the spout, 
you can stake vour last dollar it 
will always back up that claim. A 
stream with perfect 





drop or a 
control. 


LIDSEEN 
— 


are also made in Push Bottom and Pump 
types, each the most practical oiler of the 
kind. No threads to wear or break. 
Made to give your customer many years 
All welded. Sold 


FORCE FEED 










of satisfactory service. 
by leading jobbers. 


Send for Prices. 


Manufactured by 
GUSTAVE LIDSEEN, Inc. 
824-862 So. Central Avenue, 
CHICAGO, ILL. 











Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 

A varied and attractive line for the Hardware Trade. Also: 
— Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
‘ools. 

The above tools will please your customers, as well as our 
famous Round and Ova! Punches. 

Remember we have had one hundred years of successful manu 
facturing experience, employ only skilled workmen and use the 
Anest quality of materials. 

We etand back of every tool we make. 

Write for Catalog. 
Cc. 8. OSBORNE & RY ay ene, N. J. 


Try us 


















ANCHOR BRAND 


CHISELS: 


made in 


Eskilstuna 


SWEDEN 


ome of the Worlds Finest Steel 
A A.A 
Sponsored by 
JOHANESON, WALES 
& SPARRE, INC. 
Imperters 
162 Chambers 8t., 
New York City 
Tel.: BARelay 0844 














Genuine 
Oswego 
Stillson 


1 j Wrenches 


HESE wrenches are 

of extra strong con- 

struction particularly at the 

bearing points between frame 

and jaws. Deep milled jaws give strong 
grip. Guaranty Tag attached to each 
wrench. 


The OSWEGO TOOL COMPANY, Oswego, N.Y. 
(OLA RARE A CO TN ARMM EEIS 











Stop in 


We will be glad to help you 
with your sales problems. 


239 W. 39th Sc., 
New York City 


Hardware Age, 
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GOREN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 


Speedometers | 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
































= CHICAGO) ~ 
SPRING HINGES 


(A Type for Every Requirement) 


Architects 


and 


Builders 


Those who want the 
best, when building. 
specify and use Chicago 
“Triplex” Lavatory 
Spring Hinges. 











Type 2242 
“Triplex” Lavatory 
Spring Hinges 


Dealers who sell these hinges may expect 
satisfied customers and repeat orders. 


Send for Catalogue No. H-42 
Chicago Spring Hinge Company, 


‘CHICAGO NEW YORK 


U.S. A 








FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 

_like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any are of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, forse: scroll-saw, or 

lathe tool combined. or core boxes, fine 

os on — Pos mae screen » 

scalloping, fancy scro columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 














SKILSAW 








REPUTATION 


helps you to sell Skilsaw. This original portable electric 
hand saw is the “best seller” in its field. Why? Be- 
cause, Mr. Dealer, Skilsaw 
has the reputation for— 









- Safety 
Speed 
Power 
Accuracy 

- Durability 
Portability 
in sawing. 







1 
2. 
3. 
4. 
5 
6. 










SKILSAW performs 
any operation in saw 
ing wood It will 











prove to be a profit- 
able and economical 
saw for your cus 
tomers SKILSAW 
i > in FOUR 









and there are 
profits in every 
model! Write us to 
day for information 
and ‘‘cut in’’ on the 
profits Others are 
doing it. 


SKILSAW wc 


Dept. C, 3317 Elston 
Ave., Chicago, III. 































Write today for information about our three-machine 
display stand. It will help you to sell 
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“IVES” Patent Ventilating Lock 


bog 


nae acai 





a - ed Menuafccturors 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 














Our Colorful Display of 
DECORATIVE 


Moore Push-Pins 
“To Fasten Up Things” 
Makes Steady Sales 
3 Sizes—6 Colors—Gilt Decorations 


Style “‘W” Assortment contains 48 10c 
Blocks. Attractive Discounts. 


MOORE PUSH-PIN CO. 


Wayne Junction, Philadelphia 






























NO KICKING or Tail Switching 


Reichert’s No-Kick Cow Hobble 
prevents all this annoyance without 
the slightest injury to the cow. 

Farmers and Dairymen say it’s the 
most HUMANE cow hobble ever 
invented. It affords more leverage, 
is easier to operate than others, and 
cannot kink or become tangled. 

Sells as soon as shown. Retails 
at 75 cents per set. Good profit. 

Order from your Jobber. If he 
cannot supply you we will quote 
direct. 


Imperial Bit & Snap Co. 
1400 Clark St. Racine, Wis. 








I 
| 


| 





INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined — 
double walls, asbestos insu 
lated — heat indicator — air 
circulation —heat deflector — 
two locks. Specify **‘Nesco’’ 
to your jobber. 


Nationa, ENAMELING AND 
Stampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 








+4 


MILLIONS of 
householders prefer these 
famous paint products 


MADE by the makers of Duco—popularized by im- 
pressive advertising that features free color advice 
from noted architects—du Pont paints, varnishes and 
enamels hold an enviable reputation for superior 


quality. 
aU PONT 


ALS. UB PAL ONE 

















PAINTS, VARNISHES, ENAMELS and DUCO 











For over three-quarters of a 
century industry has relied 
upon W & B for its cutting 
tools. 


"WHITMAN e, BARNES 


T 


DETROIT, MICH. 


Canadian Factory: 
Canadian-Detroit Twist Drill Co., Limited, Walkerville, Ont. 


OOL MAKERS FOR 78 YEARS 





W.C. HELLER & CO. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St 


MODERNIZE! 


Make your store pay undreamed of profits as 
did Prince of Bloomington, Indiana, who says, 
“Our sales have been so far beyond our expecta- 
tions that we give the store layout and fixtures 
full credit.’’ Let us show you how. No obliga- 
tion. Clip this ad to your letterhead and mail 
TODAY, or ask for Catalog 73-A. 





of OC) 











MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 

longer life, greater usefulness. 
Investigate the sales ilities 
Oe anal Pliers. Order from your 
er. 







MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 








ee 
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PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical, and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 


The Paine Company 





295! Carroll Ave., Chicago, III. 
79 Barclay St., New York, N. Y. 











Simplex 
NECAL ILC 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal .. 


im plex Lever Jacks 
Pipe Pushers 


| 
‘| 
Templeton, Kenly & Co. and Trench Braces | 


EST.1899 have been famous 


Chicago, II1.,U.S.A. bios am CT: 6 at 


EERE ESET ee EN I SE ee 





Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 


LL 1c — HOLDS 


THE TACK 




















The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. S. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 


STRATTON: 


For Small Tools GOOD 
or 9 
Utensils, Electri- woop 


cal Goods, Etc. 


ing, both 
Enamling, bot | HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg. Co., Stratton, Maine 














Give Them PHENIX QUALITY 


In Storm Sash and 
Screen Hangers and Fasteners 

Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
iest applied, most 
efficient—that’s why 
they sell best. New 
improvements put 
them in a_e class 
of theirown. Write 
to-day for Catalog 
showing full 
Phenix line. 
Samples free. 











Sold by all leading 
jobbers. * 


No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 











Known and Trusted 
for their unfailing 
accuracy— 
1BS 


BROWN & SHARPE 
4M ele) A 


“World's Standard of Accuracy” 





















NEW SECTIONAL PLATE 
IN *PYREX OVENWARE 


DISTINCTLY prac- 
tical and attractive 
new item in PYREX Oven- 
ware. 1034 inches outside 
diameter. Packed twelve in 
case. Made to stack. Order 
through your jobber. Ask 
for No. 311. 


CORNING GLASS WORKS 


CORNING, N.Y. 
*Trade-mark ‘“‘PYRFIX"’ Reg. U. S. Pat. Off 




















Gad 
ANIA) 
Nii 
HY 

\ 





RS CUSHION TIRE 


=-\STORE LADDERS | 


Insure perfect shelf service for any / 
hy 
y, 





































-—J line of merchandise. Deep tread steps, / 
properly spaced, with convenient full & 
: length handholds on both sides of /); 
ii ladder permit mounting or descending /, 
with ease. Both hands freetoremove /f7// 
: or replace stock without danger of fall- , 

Ing. Cushioned Tired Trolley and Truck Wheels elim- py 
inate noise and prevent vibration. Erection as simple //// 
as A,B,C, Utilize small space. Make top shelves 
safely available for stock a e style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


me RE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 











if 
ul 
BRITT 
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Classified Opportunities 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 




















Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
. . OS Ore oT OUETRET Tee 50% off rates quoted 
Opportunity Exchange Section Each additional inch.......... seve 4.00 

Address your advertisements and replies to 
Bet S06, tere | of 5 neni” Sostwate LO, Rowened Soper. 
Each a on aR Ee : if — unities, es » New 

All Capitals, Minimum of 5 lines.. 4.00 Discounts for Cl ed Advertising York City 
Each additional line............ 80 4 insertions, 10% off; 8 insertions, 15% Hazpware Acm is published eacn Tbursday. 
Average 10 words to a line of Forms close Nine Days previous to date ef 

Allow One Line for Keyed Address Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should sot 
be addressed to box numbers. 








BUSINESS OPPORTUNITIES 





HARDWARE MANUFACTURER WISHES TO SUBLET office and 
storage space in the heart of the New York Wholesale Hardware District. 
We have facilities to handle incoming and outgoing shipments, phone calls 
and office details. Rental would be reasonable. Address Box 1-482, care 
of HARDWARE AGE, New York. 





FOR SALE—Hardware, paint and housefurnishing store at Beach resort 
in New York City. Best business location, new Heller fixtures, clean stock. 
Long lease, reasonable rent. Must be seen to be appreciated. Address 
Box 1-456, care of Harpware Ace, New York City. 





WANTED—Hardware, Housefurnishing business in town with popula- 
tion of 3500 or over, must not be near salt water. Town with Summer 
Tourists desired. Address Box I-472, care Harpware AGE, New York. 


_HELP WAN TED 


HARDWARE CLERK—This 1s an eacelleut ‘ampeitianilis for a young 
Christian who has had counter experience, and who has capacity to ex- 
pand with a growing business. One who can drive, make keys, etc., pre- 





ferred. Give all particulars and references in first letter. Store is lo- 
cated in Northern New Jersey. Address Box 1-481, care HARDWARE AGE, 
New York 


WANTED—A high class sales executive to take full charge of sales 
for an old line Company ~_ has been in the tool manufacturing busi- 
ness for 23 years, with no Sales Organization. Staple line. Can prove 
large profits with medium volume. Must be of proven ability and_ take 
financial interest. Address Box I-477, care of HArpwart AGE, New York. 





WANTED—High Class Sales Executive, to take full charge of sales 
for an entirely new and much needed line of electric driven machines. 
Must have the ability to handle a million dollars worth of business in a 
year, and must be able to finance the sales. The profits are large. Address 
Box 613, Greenfield, Mass. 





CATALOGUE COMPILER—Large eastern jobbing concern wants serv- 
ices permanently of catalogue compiler embracing hardware, electrical goods, 
toys, sporting goods, etc. Write fully stating salary expected, experience, 
complete details. Address Box I-451, care of HarpwarE AGE, New York 


City. 





BILL CLERK—To price sales sheets and figure profits. Salary $100.00 
tome. Louisiana, Address Box 1-466, care Harpware Ace, New 
or! 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








tLe 








_ POSITIONS WANTED 


YOUNG MAN IN EARLY THIRTIES, with proven abiiity in han- 
dling credits, collections, and office work, desires connection with A-1 
house, where there is opportunity for advancement. Able to furnish first 
class references and recommendations and desires connection equally worthy 
of the same. Address Box 1-476, care of HARDWARE AGE, New York. 


POSITION WANTED by a Hardware man experienced in the follow- 
ing lines: Builders’ Hardware, Tools, Mill, Factory, Contractors and Cabi- 
net Makers anernes. Location immaterial. Address Box 1-476, care of 
Harpware AGE, New York. 


YOUNG MAN-—25—good education, Four Years as salesman for promi- 
nent New York Hardware and Housefurnishing jobber, previously Assis- 
tant buyer for leading New York Department Store. Thorough all-round 
experience. Desires position. Address Box 1-478, care of HArpwareE AGE, 
New York. 





AGE 40, married, wants position with Manufacturers to travel Southern 
territory with thirteen years’ experience. Can furnish best of reference. 
Address Box 1-465, care HArpwAreE Acre, New York. 





SALES ACCOUNTS WANTED 








MANUFACTURERS’ AGENT 


Representing some of the leading manufacturers of Hardware, Tools 
and Cutlery is in a position to add another good line for Chicago 
and middle west territory. Long established acquaintance with 
leading jobbers and others in above lines. Conducts permanent 
office and display rooms in Chicago. Will be in East in near future. { 
Would like to consult with prospective manufacturers personally 
while East. Address Box 480, care of Hardware Age, 
New York. { 














FLORIDA SALES REPRESENTATIVE 


with more than 20 years’ experience seeks one or two 
additional non-competing lines of reputable manufac- 
turers. Now selling wholesalers and retailers covering 
entire state of Florida. Address John A. Winters, Box 
1-479—Care of Hardware Age, New York. 




















MANUFACTURERS’ REPRESENTATIVE calling upon Jobbing Re- 
tail Hardware Mail Order and Department Store trade of Middle West 
States, Chicago Headquarters, desires additional reputable line. Will 
carry three lines only. Active, high grade representation. Address Box 
1-473, care HARDWARE AGE, New York. 





SALES organization selling to Jobbing Trade in Southern States. 
including Texas and Oklahoma desires ‘to represent one or two reputable 
manufacturers. Address Box I-471, care HARpwWarE AGE, New York, 





MANUFACTURERS EXPORT REPRESENTATIVE having New 
York office and calling on the export commission houses, could take on an 
additional line. Wovld be pleased to hear from a reputable manufacturer 
who is desirous of having a New York representation. Address Box I-447 
care of HarpwAre AGE, New York. 





WILL sell and work intensively any high grade line in my native state 
North Carolina. Best references. JEROME JACKSON, 333 Coolspring: 
St., Fayetteville, North Carolina. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 











We have in our line several very p gen! related specialties 
which are now being profitably handled all over the country 
by hardware, drug and department stores. 

Heretofore our products have been sold only by full time 
salesmen, but we have decided to offer these—the fastest 
selling items—on a side line basis to several select specialty 
men. 

Since our proposition affords an unusual opportunity for the 
right type of salesmen to materially increase their earnings 
without taking too much of their time we can afford to be 
particular whom we select. 

In answering, give fully your qualifications—age—past ex- 
perience—line you now handle—territory covered—volume of 
business—earnings, etc. 

Your communication will be treated as strictly confidential. 


Reply Box 1-474, c/o Hardware Age, New York 

















ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. a. ne side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St., and East River). 





COMMISSION SALESMEN IN EACH STATE for manufacturer o 
hand tools.and hardware specialties. Advise territory covered and house 
represented. Address Box H-638. care of Harpware Ace. New York ‘it 





WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
Dealer Salesmen. Write stating territory covered and experience. 
Box I-415, care of Hardware Age, N. Y. C 


Address | 


SIDE LINE MEN WANTED for non-competitive line of 
This is a live line of low-priced Axminsters 
that can be sold from quality sample and color plates to Department, 
Furniture, Floor Covering, Hardware, Housefurnishing, and General 
Stores. Give references, lines carried, and territory covered in applying. 
Greenwich Carpet Co., Inc., 7 West Burnside Avenue, New York City. 


SALESMEN— 
scatter size Axminster rugs. 





MANUFACTURER OF DISTINCTIVE AND UNIQUE LINE OF 
BRONZE BUILDERS HARDWARE HAS AN OPPORTUNITY FOR A 


HIGH GRADE SALES REPRESENTATIVE OR eae tate 
AGENT IN EACH STATE—LIBERAL COMMISSION BAS1S 





PLEASE REPLY _ IN DETAIL. ADDRESS BOX 1-462, CARE OF 
HARDWARE AGE, NEW YORK CITY 
VANTED-—-Sales agent to sell - commission basis, a complete line of 
BU ILVERS’ HARDWARE made by one of the largest builders’ hardware 
manufacturers of this country, in the States of Arizona, New Mexico, 
Colorado, Wyoming, Montana and Utah—or any part of such states. Ad 
dress Box I-475, care of HARpWARE AGE, New York. 
SALESMEN WANTED—\Fast selling side line for salesmen calling on 
Hardware and Furniture Stores. New patented article of merit. approved 
by American Farm Bureau Federation. WALSTRUM MANUFACTUR- 


ING COMPANY, 4121-25 W. 


MANU F ACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already been 
established. In replying state lines now carried, houses represented and 
exact territory covered. Write Box I-464, care of Harpware AGE, New 
York City. 


Lake Street, Chicago, III. 





EXPERIENCED BUILDERS’ HARDWARE SALESMEN to _repre- 
sent us in the States of Illinois, Indiana, Iowa, Kansas, Kentucky, Minne- 


sota, Missouri, Nebraska, North Dakota. South Dakota, Tennessee and 
West Virginia. Give complete information, stating age, experience and 
references. Chantrell Hardware & Tool Co.. Reading, Pa. 











tunities. 


Try it and see. 





Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,’’ were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? : 


And by this same reasoning it looks as if these concerns 


reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Address— 


Hardware Age, 239 West 39th St.,New York 


“‘Classified Opportunities Section” 
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Drills that WILL 
Cut That Concrete 


O matter how hard the drilling—the 
flintiest concrete or toughest granite 
—GfEEN LINE Star Drills will walk 
through it. They’re made for the job— 
Special Alloy DROP FORGED 


KILBORN STEEL 


No tougher or more durable steel is 
known. You can guarantee these drills 
to give the highest satisfaction. 


Stone, Tile and TWISTAR Drills of 
the same unsurpassed steel. 


GREEN LINE TOOLS 


all made of Kilborn Steel, include Cold 
Chisels, Punches, Driils, Screw Drivers, 
Box Hooks and many others. Famous 
for best service. 


Please write for Complete Catalog. 


The Kilborn & Bishop Co. 


196 Chapel Street 
New Haven, Conn. 


KILBORN & BISHOP 


Manufacturers of the 


‘GREEN LINE” TOOLS 


Reg. U. S. Pat. Office 





—— 








Bommaer 
Spring Hinges 





are 
the best 


are 
the best 


























Millions 
and Millions 


ef People are Pushing 


Them 


whenever they open a deor 
Follow the line of least resistance 


Use Bommer Always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 











REFILLS? 

D 19 Assort- 

=| ment: Packed 

I wai ¥3 BTOSS sets: 
= 1 doz. each of 


meet age, mt, Ht 


DOMES of SILENCE 


are Nationally Advertised 


advertised and well known 


Being nationally 
You're sure of a good 


makes them quick sellers. 

profit, also. 
Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 
If your Jobber cannot supply 
you—write us direct. 

We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES of SILENCE, INC. 
21 Pearl Street - - New York City 








Superior Brand 
Poultry Netting is 
the accepted stand- 
ard of perfection. 
Unrolls evenly. Free 
from bags and 
bulges. Thoroughly 
galvanized. The best 
netting is the best 
seller. 


The Netting with 
the Rooster Label. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
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Model No. 35 Utica, Fitted With 
Hyatt Roller Bearings, 
11” Open Wheels, 5 Blades 





EE 


LAWN MOWERS for 1930 


The new Stearns line is the finest we have ever offered the Hardware Trade. 


It includes a wide variety of strict'y High-Grade Lawn Mowers to retail at 
prices to attract all classes of customers. These 


GRADE Sleans. LAWN MOWERS 


include the Model No. 35 Utica fitted with the famous Hyatt Roller Bear- 
ings and other Ball Bearing and Bronze Bearing models, including the No. 
200 Troy, a fine mower, having 10” wheel, four blades, Ball Bearing at a 
medium price. 

Each mower represents the greatest value at the price. The long-established 
Stearns reputatior backs up the quality. 


Send for Literature and Prices on our complete Line of Lawn Mowers 


Manufactured by 


E. C. STEARNS & COMPANY 
Syracuse, N. Y., U. S. A. 


New Model No. 200 Troy Model No. 70 Cayuga 
Ball Bearings; 10” Wheels; Bronze Bearings; 8” Wheels; 
4 Blades 3 Blades 
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Thenew ALEADOWBROOK 
SETwill be advertised in full 
color on Ausust ist to the 
nearly 3,000,000 readers of 
THE SATURDAY EVENING 


POST. 


For 6,8 or 12 covers —29, 34 
or 50 pieces—with stainless 
knives. Choice of five pat- 
terns. ENCHANTMENT 


design illustrated. 





THE 
> VIEADOWBROOK SET 


A new stimulant 


for Summer Silverware Sales 


—_ with ree tray in 


TUDOR 
PLATE 


IMED to put new life in Summer 
| nants sales...tuned to give a 
lasting lift to selling the year round 
~a handsome new free tray unit in 
TUDOR PLATE! It’s a service for 
six, Or eight. Or twelve. And it’s 
something more. Extra slots accom= 
modate— and invite—extra pieces. 
A brilliant display card is packed with the tray 
ONEIDA COMMUNITY STUDIOS 
ONEIDA-NEW YORK 


























